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Letter from the Publisher 


Short Time for a Big Task 


All segments of the industry will applaud the appointment of 
Louis Hausman as Director of the Television Information Office. 
A seasoned veteran, Louis Hausman has been with CBS for almost 
two decades, and his experience covers a broad area of television 
and radio activities. 

The Information Office has a big job ahead of it with the kind of 
objectives that cannot be achieved overnight. In a sense, the effort 
has been 10 years in the making. Even the three-year contract given 
to Mr. Hausman is a relatively short time. While the Information 
Office has been characterized as many things, one thing that Louis 
Hausman is not going to be is a “pitchman,” as one newspaper 
identified him. 

Everyone will agree that television has wrought a major revolu- 
tion in the pattern of American living over the past 10 years. These 
sociological readjustments have had national and international im- 
pact. It is an obligation on the part of the industry to keep the pub- 
lic informed on the nature, the scope and the betterment of these 
changes. 


Better Relations Needed 


It is an obligation, for example, of the television medium to pro- 
vide a central source of information where special interest groups 
can readily acquire well-documented information about this basic 
form of communication. Television must and should engender better 
press relations. It should give a broader platform to its accomplish- 
ments. It should be constantly informing the public of its achieve- 
ments through every available means. 

In this latter respect, a study of television similar to the one done 
on radio several years ago would be a constructive move by the new 
Information Office. The radio study was conducted by the National 
Opinion Research Center in 1946 and was revised and enlarged in 
1948. The original study grew out of an idea proposed by Dr. Frank 
Stanton, who felt that there should be a periodic study of the pub- 
lic’s attitude towards radio. The results of these two studies were 
written by Dr. Paul Lazarsfeld and published in book form under 
the titles of The People Look at Radio in 1946 and Radio Listening 
in America in 1948. The findings of both these studies were inter- 
preted by Dr. Lazarsfeld, who is the head of the Bureau of Applied 
Research at Columbia University. Both of these studies were a con- 
structive force in establishing the maturity, prestige and status of 
radio in the minds of many of the nation’s top opinion molders. 

The T.1.0. has a qualitative, long-haul, construction job ahead of 
it. It goes without saying that to get such an organization off the 
ground requires a lot of hard work. The industry owes a debt of 
profound gratitude to the nine-man T.I.0. Committee: Kenneth W. 
Bilby, NBC; Roger Clipp, Triangle Stations; Michael Foster, ABC; 
John Hayes, Washington Post Stations; Clair R. McCollough, 
WAGL-TV Lancaster; Wrede Petersmeyer, Corinthian Stations; Law- 
rence H. Rogers II, wsaz-Tv Huntington; Charles Steinberg, CBS, 


and Willard Walbridge, kTRK-Tv Houston. 
hy Keck 


Cordially, 




























DES MOINES TELEVISION 
of 
ce. 
me The most recent TV audience measurement made in this market 
(Nielsen, July, 1959) revealed that KRNT-TV delivered 
of more television homes than its competitors. 
ort 
ee The survey by ARB in January of 1959 showed the same thing. 
Lis 
es 
®, SPECIFICS: 
"] (from Nielsen, July, 1959 survey, homes viewing) 
. Paar on KRNT-TV leads against movies by 19.8%! 
The KRNT-TV 10:30 PM strip of local and syndicated 
half-hours leads against movies by 21.9%! 
x The KRNT-TV 10:00 to 10:30 PM local news, weather and 
ps sports leads against news - weather - sports by 46.67%! 
sic 
re And here is something to think about. Among local 
1e- advertisers, where THE TILL TELLS THE TALE, KRNT-TV 
consistently carries more local advertising than 
= its competitors combined! 
al 
in 
. MORE SPECIFICS: 
ms KRNT-TV carried over 80% of all the local business in 1958! 
bed KRNT-TV carried over 79% of all the local business in 1957! 
J KRNT-TV carried over 80% of all the local business in 1956! 
m- 
of So far in 1959, KRNT-TV’s local business is running at about 
f the same ratio. Yes, when that cash register must ring in order to 
e stay in business, those who know the stations best 
ol choose KRNT-TV four to one! 
Vv. 
C; 
h, 
we DES MOINES TELEVISION 
S, 
KRNT=TYV cuanne 8 
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A COWLES STATION REPRESENTED BY THE KATZ AGENCY, INC. 
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MORE THAN EVER! Long the number one station in the nation’s number one mail 


today WCBS-TV offers advertisers even more than the biggest audiences in all television. 
Channel 2 viewers are also the most responsive, as proven in a new, full-scale depth stuj 
conducted by the Institute for Motivational Research, in association with Market Planning Corp 
ration (an affiliate of McCann-Erickson). Example: when asked which of New York’s seven channel 
“thas more of the programs that really make an impression, the ones you talk about,” 2 out of ever 
3 respondents interviewed named WCBS-TV. Conversely, when asked which channel was being 














referred to in this statement, “they don’t seem to have many new programs —TI’ve seen most of them 
before,” only 2% mentioned WCBS-TV—compared to 85% who named non-network stations. 
Qut-ome? A distinct “climate of responsiveness” resulting in more anticipation, more active 
viewins; on the part of Channel 2 audiences. And, according to the Institute’s report, “far greater 
attention and interest in both programs and commercials seen on Channel 2!” Call WCBS-TV 
or CBS Television Spot Sales for more of the findings which demonstrate why, now more than ever 
before, New York’s blue-ribbon advertising medium is CBS Owned Channel 2...WOBS-TV 











UNIVERSITY OF NOTRE DAME CLASS SCHEDULE 


Semester: Fall, 1959-1960 
Course: Communications | and II 
Professors: WNDU-TV and AM Department Heads 


SYLLABUS—COMMUNICATIONS I 


F.C.C. and Administration 4 hours Instructors Bernie Barth and 


Tom Hamilton 


Instructor Bazil O’Hagen & 
Technical Department 


TV-Radio Engineering hours 


Quiz hour 


Radio Programming hours Instructor Bill Etherton 


Radio Production 


TV Programming 


2 hours Instructor Bill Etherton 


Instructor Ted Doyle—2 hours 
Public Affairs 


Instructors Bernie Barth and 
Bill Mackenzie 


hours 


TV Production hours 


Quiz hour 
Radio Sales hour 
TV Sales 


Instructor Dan Martin 


Instructors Tom Hamilton and/or 


Bill Garden 
Instructor Wally Purcell 


Ist hour: Bernie Barth and Bazil O’Hagen 
2nd hour: Bill Mackenzie, Ted Doyle, 
and Bill Etherton 


3rd hour: Dan Martin and Tom Hamilton 


hours 


TV Promotion 2 hours 


Review 3 hours 


Final Exam 2 hours 


SYLLABUS—COMMUNICATIONS II 


The first 27 hours of Communications II will involve only TV production and 


TV engineering—Instructors: O’Hagen and staff; Mackenzie and Doyle. 


For the last 16 hours, Bernie Barth, Tom Hamilton, and Bill Mackenzie will 
select, on a volunteer basis, if possible, the students who will work in specific 
areas to put on the class project, a live 14 hour TV show. On the productien 
side, the show will be written, produced, and directed by named students. 
Other students will act as camera men, talent, and fill all other necessary pro- 
duction functions. 


Four “salesmen” will be named to research and write a sales presentation and 
then actually sell and promote the project, write the commercials, promos and 
publicity releases. 


Final Exam grades will be largely based on students actual participation and 
efforts in the class project. 

IT'LL BE A FULL AND EXCITING YEAR FOR THE STU- 
DENTS AND OURSELVES—YOU CAN BET. 


WNDU-TV 


South Bend, Indiana 
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after 3, WCAU-TV's “Late Late Show” continues to do business for’ Philadelphig 
hWeek the “Lute Late Show’ is seen by over 392,800 different Philadelphia-area familie 
to enjoy top motion pictures from WCAU-TV’s library of the finest Hollywood. hits, 4 
That’s better than 167.800 unduplicated potential customers per week! And at an unduplig 
thousand of only $1.05 when yeu use the economical! “Late Late Show’*7-Plan, 
Open for more business in Philadelphia? Show your product on Channel 10’s “Late Late Sha ig 
call your CBS Television Spot Sales representative or .:.CBS Owned Channel 10, Philadelphit 





ov roe: ARB, Jan ~July 1959 
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Down thru the centuries, the masks 
of comedy and tragedy have been 
portrayed in many ways—laughing 
and crying their symbolic meanings 
of man’s experiences with life. 

And now the stage is set for a mid- 
twentieth-century version of these 
masks . . . the Crosley Broadcasting 
version . . . symbolic of the WLW 
Stations’ service to man in lighter 
moments and in darker hours—thru 
the modern medium of Television 
and Radio. 

This includes service in entertain- 
ment... education . .. religion... 
public interests . . . news and safety 
. . - health and medicine . . . civic, 
state, and national affairs . . . and in 
many more ways. 

In its 37 years, the Crosley Broad- 
casting Corporation has held as its 
first principle that the operation of 
a Television or Radio Station must 
go far beyond the terms of its fran- 
chise—that it must contribute maxi- 
mum service to the community in 
every possible form. 

This is our pride and our privilege 
. .. thus only—does the curtain rise. 


WLw-l h WLw-c 
Television ine Television 
Indianapolis dynamic Columbus 


WLW 


wiw-a ) 9/220"5 (wiwer 


Television Television 
Atlanta Cincinnati 


Crosley Broadcasting Corporation, 
a division of Aveo 


7 
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BIGGER RETAUL SHLES AREA 


than 4 onher 
North Carolina Station 


PROOF: 


In North Carolina’s biggest Metropolitan market, total 
retail sales within WSJS-Television’s Grade A Coverage 
area come to. $1,396,079,000. Only WSJS-Television 
offers this strong signal strength in its industrially 


rich Piedmont market. 


WA SJ S$ television 


Winston-Salem / Greensboro RB a 
MST Headley-Reed, Reps. 
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WHAT’S AHEAD BEHIND THE SCENES Te i £ 2s Ss Cc oO p € 


RCA Breaks Even on Color Sets 

With color television receiver manufacturing showing 
a sizable increase, RCA is “breaking even” on its color 
set production, according to RCA president John L. Burns. 
Set sales have been climbing steadily throughout the year, 
and another major manufacturer, Admiral, has joined 
RCA in announcing complete lines of color receivers for 


fall. 


Contadina Concentrates on Tv 

Primarily a radio user previously, although it ran spot 
in a few markets last year, Contadina Foods moved full 
strength last week into the visual medium. A heavy eight- 
week campaign of filmed minutes and 20’s started run- 
ning on 34 stations in 20 national markets. Promoted in 
the commercials in all markets is Contadina’s tomato 
paste, with a new pizza mix advertised in nine markets. 
Cunningham & Walsh, Inc., San Francisco, is the agency; 
Jerry Gilley, assistant media director, is the contact. 


Local Schedules Build Leader 

Reports of surprise within advertising circles over the 
rapid rise of Duncan Hines cake mixes to the number-one 
spot in its field would not stem from the tv industry, if 
the product’s success in the New York market is any ex- 
ample. Here, the P&G mixes are ahead of major rivals— 
Pillsbury and Betty Crocker—and coincidentally are the 
sole brand using spot tv. A check of the market’s three 
top stations reveals five daytime and 10 night minutes 
running weekly. (Additional daytime exposure is ob- 
tained through a couple of P&G network programs.) 
Compton Advertising, Inc., has leaned heavily on spot 
since the mixes were introduced last year. The policy 
seems to have paid off extremely well, with the product 
in more than 130 markets and going strong. 





UA-TV Sees $9 Million Gross 

United Artists Television anticipates that its first 12 
months of active selling (ending in March 1960) will 
reflect total sales of at least $9 million in domestic busi- 
ness alone. According to Bruce Eells, executive vice pres- 
ident, sales of three series (two network, one syndica- 
tion) in the first six months have brought $4.5 million. 
The third one—Tales of the Vikings—has accounted for 
$750,000 since it was introduced in syndication some six 
weeks ago (See Film Report, p. 38). At least two addi- 
tional series and possibly more will be introduced on the 
market-by-market route before the end of next February. 


Spot for Introductory Drive 

The Hudnut-DuBarry division of Warner-Lambert 
Pharmaceutical Co. has two new products—a hair-spray 
and a shampoo—ready for test-marketing. Schedules of 


filmed minutes in both night and day slots should get 
under way in selected markets late this month on at least 
one of the products. Frank Sweeney is the timebuyer at 
Lambert & Feasley, Inc., New York. 


Tape Has Opticals, Too 

Tape can produce almost any effect that is possible on 
film, says Tom Judge, director of CBS-TV Production 
Sales Division. “There’s only one thing left we can’t do 
as readily and as cheaply on tape as can be done on film,” 
he says, “and that is stop-motion animation.” The divi- 
sion, which has several exclusive technical processes to 
offer, is out actively soliciting commercials business and 
is now ready to enter the industrial and training film 
areas. These latter projects, Mr. Judge explains, can be 
dione on tape and then transferred by a special process to 
film, affording savings in time and costs. CBS Produc- 
tion Sales is expanding further: a new office will be opened 
on the west coast within two weeks. 


New Flight for Lever 

Starting about issue date, a new seven-week campaign 
on Lever Bros.’ Silver Dust Blue gets under way in se- 
lected markets. The markets, in both major and secondary 
categories, are primarily those used this past summer in 
a similar flight. Day and nighttime filmed minutes run. 
Bill Ferguson Jr. is the timebuyer at SSC&B, New York. 


Polish Takes Shine to Medium 

Kiwi shoe polish, a product of Kiwi Polish Co., Ltd., 
has begun its first usage of tv in more than two years 
with a spot test in New England markets. Filmed minutes, 
20's and ID’s, are running “round the clock” to reach par- 
ents, advising them of Kiwi’s newest product—liquid 
Scuff Magic for children’s shoes. Expansion into other 
markets will be dependent on initial results. Timebuyer 
Manny Klein at Cohen, Dowd & Aleshire, Inc., New York, 


is the contact. 


Playtex Ends Planning 

The initial spot campaign to be placed for Playtex 
girdles and other products of International Latex Corp. 
from Ted Bates & Co., Inc., is now set for a start the 
middle of this month. Originally the drive was noted 
(Spot Report, Sept. 7) to begin early last month in 25 
top markets, but a problem arose in working out budgets, 
as the manufacturer has barter deals still running in cer- 
tain areas. In addition, the girdle line features a “new 
product” for which advertising and distribution had to 
be set. Buying is on currently, with filmed minutes set 
in night and day slots for 13 weeks and longer. Charles 
Theiss is the timebuyer. 
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"T Sack. Yorn Wr .Causrardls— 


We are always extremely happy to receive which we serve, have resulted in ever 
letters such as yours which point up so_ increasing recognition of our policy by 
accurately the WGN, Inc. by-words— _ agencies, advertisers, our audiences— 
Quality and Integrity. yes, even our competitors. 


Our strict adherence to the NAB Code WGN-TV CHANNEL 9 
and our dedication to the community 441 N. Michigan Avenue « Chicago 11, Illinois 



























broadcast advertisers reports, inc. 


760 third avenue, new york 17, n.y., yukon 6-8410 





July 27, 1959 


Mr. Ward L. Quasl, General Manager 
Television Station WGN-TV 

441 N. Michigan Avenue 

Chicago 11, Illinois 


Dear Mr. Quaal: ear 


Of the 235 television stations we now monitor, WGN-TV is one of those 
which always gives advertisers a well-scheduled, clean run for their 
money. I suppose no one in the business knows this better than BAR 
since we've been monitoring stations all over the country for almost 
six years. 


Also, as you know, our agency subscribers have used BAR to determine 
“questionable station practices," and it seems to me that their atti- 
tude, if turned around, can be a considerable bonus for those stations 
which are automatically opposed to clipping, product conflicts, over- 
crowding, and all other forms of spot nonsense. 


Right now, with all the publicity that is developing on this, I think 
you ought to do a hard-hitting “look how clean WGN-TV is" promotion. 
It might pull more fall and winter business for you than any other 
campaign theme. 


Almost every station on the air can come up with some kind of rating 


story but few can spotlight an operation as clean as yours and this 
is what the agencies will be looking for right now. 


Cordially, 


BRI T ADVERTISERS REPORTS, INC, 
Phil Edwards 


Publisher 
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Business barometer 


Local billings showed a slightly more than average decline in July, the month-to- 
month TELEVISION AGE survey reveals. 





The Business Barometer report indicates that local business was down 7 per cent 
under that in June. 





This can be compared with a 5.8 per cent drop for the same month last year, a 5.7 
per cent decline in 1957, 5.8 per cent in 1956, 2.8 in 1955 and 7.2 in 1954, 
This 1954 change was the only one in the six-year period in which the decline 
was as great as that this year. 





Overall, however, local busi- 
ness must be regarded 
optimistically. Com- 
paring total local 
billings in July with 
those for the same 
month a year ago there , 
is an increase of 11.1 5 
per cent, stations 
report. A 











LOCAL BUSINESS 


duly Aug. Sept Oct Nov De Jan Feb Mar Apr May dune Juls 


100 


Both comparisons with the pre- % ow”) 
vious month and those 
with the same month a 
year ago are made by ce an 
stations of all sizes a 
in markets located in 
all parts of the 
country. 











Answers are sent directly to fs 
Dun & Bradstreet. They is” 60 
process replies and ° 
furnish percentages to 
the editors of TELE- 
VISION AGE who, with A_ July off 7 per cent under June 
their advisors, pre- B July 1959 up 11.1 per cent over July 1958 
pare the monthly 
reports. 








It is interesting to note that for several months of the year local percentages were 
well ahead of average figures. 





A comparison of 1959 figures with those of 1958 shows that in January local billings 
were practically identical as compared to December with a 1958 figure of 
9.8 and 1959 of 10. In February 1959 forged ahead with 4.3 increase over 


January while the comparable 1958 figure was a sharp loss of 6 per cent. 








In March 1959 there was a gain of 16.7 per cent in local billings while in 1958 the 
gain was only 11.8 per cent. In April the increase for local billings 
1959 was 2.6 per cent while in 1958 it was only 1.9 per cent. 





A comparative decline began in May and has continued in the months since. The chart 
on this page makes a comparison possible, but it also indicates that the 
total business for the month and for the period is decidedly ahead of that 





a year ago. 
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WIAR-TV- CHANNEL 10- PROVIDENCE, R..- NBC ABC - REPRESENTED BY EDWARD PETRY & CO., INC. 
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THE WAY IT HAPPENED Ne Ws fron t 
Mammoth study details tv’s audience ..... page 17 States four years old or over. The 
study observes that of the 176-million 
BPA expands idea-exchange sessions ....... page 18 _ people in the nation, 154 million live 
° ° ‘ P in tv homes. Television homes are esti- 
WBC conferees agree editorials are ‘must’ . . page 18 4 at 44.5 million. More than 98 
Tv In Depth gram type, national and regional per cent of the nation’s 51.5 million 
Television’s unduplicated audience bases. homes are within tv’s reach, with one 
during an average day of the week in Audience composition figures are new tv home created every 14 seconds. 
local time only amounts to 128,579, _ detailed and numerous. Some of the Other audience composition data 
000, or 82.7 per cent of all people in _ highlights: television reaches 69.9 per included in How To Reach People: 
the nation. This is but one item in a _—cent of all men, 78.4 per cent of all of all men in the country, 10.0 per 
mammoth, 108-page study of the me- women, 88.6 per cent of all teens and cent view by noon, 28.0 per cent view 
dium’s audience composition just re- 99-9 per cent of all children in the _ by 6 p.m. and 69.9 per cent view by 
leased by the Television Bureau of average day. Adults are the number midnight. Of all women, 28.2 per cent 
Advertising. one viewers 81 per cent of the time. view by noon, 49.9 per cent view by 
The report, titled How To Reach Of the entire population, 24.1 per 6 p.m. and 78.4 per cent view by mid- 
People, is based on special tabulations cent view by noon, 49.7 per cent view night. Of all teens, 14.8 per cent view 
provided by the A. C. Nielsen Co. and by 6 p.m. and 82.7 per cent view by by noon, 51.8 per cent view by 6 p.m. 
The Pulse, Inc. It is designed, in the midnight in the average day. Again, and 88.6 per cent view by midnight. 
words of Norman E. Cash, TvB presi- of all people in the country, 50.5 per Of all children, 49.1 per cent view by 
dent, to “enable advertisers to pin- cent view daytime television while noon, 90.2 per cent view by 6 p.m. 
point the type of audience best suited 75.0 per cent view nighttime televi- and 99.9 per cent view by midnight. 
to their needs.” sion. A daytime versus nighttime break- 
The audience figures for local time The peak viewing hour is 8 p.m.— down included in the report shows 
cannot be compared directly to the —_an estimated 80 million people, more _ that of the entire population 32.2 per 
same figures for network time, TvB than half of those in the entire coun- _ cent view only nighttime tv, 42.7 per 
warns, but it is worth noting that on try, watch tv at that time on an aver- cent view both nighttime and daytime 
a cumulative basis at least, local does age day. tv and 7.8 per cent view only daytime 
not lag very far behind network. Ex- This audience data is projected to __ tv. 
ample: the unduplicated audience for the 155,390,000 people in the United The study, which was a year in the 
network time on an average day, says = =——_——_—____ —_— — 
Ro seport, quenats So LPI a[ annem TvB Reports on Unduplicated Local Audience 
or 84.8 per cent of all people, as com- 


pared to the local figures quoted , rom 
above. 
Other interesting figures on a local +e ets 
\\ level: from 7:30-10:30 p.m. 104,023,- a 
135 000 different people watch local tv ou _[ing #1 re Por View 
during an average day of the week, or ate | cumulative Acience 
66.9 per cent of the population. The 12 Noon pas 


. . 2PM. 
unduplicated audience from 6 a.m.- — 


6 p.m. locally amounts to 78,519,000 “PM 


4PM 


Cumulative Audience _ 


or 50.5 per cent of all people. But git, | Sumulative Audience 
from 6 p.m. to midnight, the cumula- Cau. [Aen Per Garter How 
tive audience locally amounts to 116,- Le 
521,000, or 75 per cent of all people. chiu_| hop 9 W fin Per Vi 
The study offers similar break- «toy, [Cumulative Acionce — c 78519 |S05 | 1000 
downs on network viewing and still oP - - - as 


to 
7:30 P.M. 
7:30 P.M. 


Cumulative Audience = y ~~ a3,035 [3.4 
further considerations of local view- $ 


ing. It also shows how the television 
audience builds during the day, day- Cumulative Audience zat oe CM oe . sass [ass [ress 
time and nighttime viewing patterns, - —+—-h 1008 
and how much time is spent viewing +} 
each period, by time of day and pro- 


Cumulative Audience _ ot % c __]104,023 | 66.9 | 100.0 





NC. 
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making, is described by TvB as the 
most extensive in its history. 


BPA Revises Program 

One of the most popular features of 
last year’s convention of the Broad- 
cast Promotion Association — the 
round table idea-exchange sessions— 
will be expanded at the forthcoming 
(Nov. 2-4) convention in Philadel- 
phia. Where the °58 discussion meet- 
ings were held only during the morn- 
ing of the third and final day of the 
gathering, this year’s five simultane- 
ous sessions will take place on the sec- 
ond day. In addition, the sessions will 
be repeated in the afternoon so that 
those attending will have an oppor- 
tunity to sit in with each group. 

Highlighting the convention at the 
Warwick Hotel will be a keynote ad- 
dress delivered by Robert Sarnoff, 
chairman of the board of NBC. More 
than 300 persons are expected to hear 
Mr. Sarnoff’s luncheon address which 
will be followed by these opening-day 
features: 

“Relating Promotion and Public 
Service,” by Wrede Petersmeyer, pre=- 
ident, Corinthian Broadcasting Corp.; 
“How to Win Awards,” by Frank 
Shakespeare, general manager, WCBs- 
tv New York; “How to Manage the 
Merchandising Maelstrom,” by Max 
Buck, manager, wrca-tv New York, 
and Emil Mogul, president, Mogul 
Williams & Saylor, Inc.; “How to 
Create a Station Image,” by R. C. 
Embry, vice president, witH Balti- 
more, and “How to Make Trade Ads 
Pay Off,” by David Kimble, account 
executive, Grey Adv. Agency, Inc., 
and Henry J. Kaufman, president, 
Henry J. Kaufman Associates. 

During Tuesday’s round table ses- 
sions, the topics and moderators will 
be: Audience Promotion—Robert 
Freeland, Kotv Tulsa; Sales Promo- 
tion—Jack Williams, WBZ Boston; 
Merchandising—Heber Darton, WHBF 
Rock Island, Ill.; Trade Paper Ad- 
vertising — Kirt Harriss, KPRC-TV 
Houston; Publicity and Exploitation 
—Elliot W. Henry Jr., ABC-Central 


Division, Chicago. 


Among other second-day features 
will be the Trade Paper Cocktail Party 
and the annual BPA dinner, for which 


entertainment chairman Robert Pryor 
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of wcau-Tv Philadelphia has promised 
a show “of network calibre.” 

At press time details of the Wednes- 
day program were being concluded by 
convention program chairman James 
M. Kiss (wPen Philadelphia). Don 
Curran (ktvi St. Louis), chairman 
of the convention site committee for 
the 1960 and 1961 meetings, noted 
that bids from interested cities have 
already been received and will be sub- 
mitted to the members during the 
Philadelphia meet. 

Registration begins Sunday, Nov. 
1 at the Warwick Hotel, with advance 
registration being handled by Wil- 
liam Pierson, BPA secretary-treas- 
urer, through the organization’s Chi- 


cago office. 


Pre-Convention Meeting 


As its own adjunct to the BPA con- 
vention in Philadelphia, Edward 
Petry & Co., Inc., will conduct its an- 
nual promotional seminar Sunday 
afternoon before the regular sessions 
get under way. 

Participation in the seminar is lim- 
ited to promotion, research and mer- 
chandising executives of stations rep- 
resented by the Petry Co. Among 
guest speakers, Roger Cooper of ARB 
will answer questions on the research 
firm’s new expanded-tv-audience re- 
ports. 

As in the past, the agenda for the 
seminar is determined by the mem- 
bers themselves. Questionnaires have 
been sent to promotion managers of 
the Petry-represented stations, with 
recipients asked to check which of sev- 
eral topics—merchandising, research, 
audience promotion, etc.—they would 
like to discuss. A tabulation of the re- 
sults will provide the subjects for dis- 
cussion in which most of the partici- 
pants are interested. 


Westinghouse Panel 

The cause for editorializing on 
television and radio was advanced 
the Westing- 
house Broadcasting Co.’s third an- 


considerably during 
nual Public Service Conference, held 
two weeks ago at Stanford University 
in Palo Alto, when a panel of five 
broadcasters was generally in agree- 
ment that the question was no longer 
whether stations should air editorials 








but how they should do so. 
The panelists, with one exceptia 
were in agreement that broadcaster 
shouldn’t be apprehensive about edj 
torializing. “There is nothing 
worry about, just things to consider, 
said John McClay, general manage 
of wJz-Tv, the Westinghouse statia 
in Baltimore. “You may lose ad 
tisers. You may have news souree 





closed to you. You may have to of 
fer equal time to opposing views 
But you gain prestige in the com 
munity.” 

Edward Breen, president of K 
Fort Dodge, was of the opinion tha 
Mr. McClay was being “too nega 
tive” with regard to losing adverti 
ers. “It has been my experience ap 
that of many others that we gail 
rather than lose, advertisers by dé 
ing editorials,” Mr. Breen stated. 

The lone dissenter 
panelists was William Whitley, dire 
tor of public affairs for Knxt Le 


among i 


Angeles. “I still do not believe in th 
editorial privilege for most broads 
casting stations in the U. S.,” he said 
“Nor do I believe that the boss should 
deliver the editorial [as advocated b 
Mr. McClay}. 


tain conditions—conditions, however, 


I would, under cer 


that do not exist today.” 

The “conditions” put forth by Mr 
Whitley were that the broadcaster- 
editorialist have a “good solid news 
background,” and that editorializing 
should not be undertaken by a station 
“until it is adequately prepared.” 

Bruce Palmer, news director of 
KWTV Oklahoma City, told the con- 
ference that he slots his five-a-week 
editorials in the regular news and in- 
formation strip, carefully separating 
them from sponsored news portions. 
“In putting the editorial within the 
news,” he declared, “we do what 
We believe 
editorials and news have a particular 
affinity.” 

Ben Strouse, president of WWDCc 
Washington, affirmed his belief that 
“the editorialist is responsible for in- 
terpreting events, advocating just 
causes and entertaining his audience. 
Ideally he should do all three in 150 
words or less. But you simply can't 
do it every time.” The alternative, 
he said, is an editorial campaign. 


comes naturally to us. 




































An inner courtyard of the new WAVE building, with part of the parking area behind. 


Leadership in LOUISVILLE has a new address! 


WAVE Radio and Television have now 
moved into a new broadcasting facility 
which embodies every known ‘‘tool’’ for 
better management, better broadcasting, 


elieve better service to advertisers. 
icular 
It goes without saying that the new 


building is beautiful. Our principal objec- 1) \ \ 
tive, however, was efficiency for our own J MWe 
staff and for the advertisers who use the —_ 


facility. 
RADIO AND TELEVISION 
This we have achieved. Visit us and see 725 South Floyd Street 


f ' LOUISVILLE 3 * NBC 
or yourself! NBC Spot Sales, Exclusive National Representatives 











The new WAVE Radio and Television Center is one of the most complete 
and efficient ‘‘broadcasting plants’’ in the Nation. ABOVE: The larger of 
our two new TV studios—65’ x 45’, and 23’ high (large enough for a 


tennis court). BELOW: The conference room, where daily meetings are 
held to plan and co-ordinate every activity involving programming and 
service to the people of our area and the advertisers on our stations. 
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Teen Reprints 
PHILCO CORP. REQUESTS PERMISSION 


TO REPRODUCE IN PART OR IN TOTO 
. aS Mae DAN DAILEY 
ARTICLES BY DICK CLARK ENTITLED 


“WINDOW ON TEENAGE WORLD” AND 

“BIG SPENDERS’ APPEARING IN YOUR FOUR 
SEPTEMBER 7 ISSUE FOR PURPOSES OF THE 

DISTRIBUTION TO OUR DISTRIBUTING JUST 


AND DEALER ORGANIZATIONS, .. . 
DICK SHELLENBERGER 
PHILCO CORP. 
PHILADELPHIA 





Bronxville Teen Study 
. . . the article about our tv study 


(“Teens and tv,” Tv AGE, Sept. 7) 
summarized very well the scope and 
results of the children’s work. .. . You 
probably are aware of the public rela- | 





tions value of your article. At a time | 
when attacks on public education are 
common, evidence of the quality of 
student performance needs wide pub- 
lication. 








NorMAN WILSON 
Counselor 

Bronxville Public School 
Bronxville, N.Y. 





This isn’t the GREEN 
e):d. i by-\\ (el 
























MLW&S Profile 
. . thank you for the splendid 


It’s the GREENBACK 

article on our agency which appeared 
DANCE... DRUM UP in your August 24th issue . . . how 
SALES WITH KOCO-TV & well it was done. .. . 


RicHARD LocCKMAN 
HEAP BIG AUDIENCE PULL. THANKS ff Senior V. P., General Manager 
TO ABC-TV LINE-UP AND HAVING @ Mogul, Williams & Saylor 
OKLAHOMA'S LARGEST COVERAGE New York City 
NIELSON, LAST PLANTING SEASON, 

SHOWED WE SCALPED OPPOSITION . . - Congratulations . . . for the 
THREE NIGHTS A WEEK. THIS HAR tremendous job with this article. 
VEST SEASON: WAMPUMI! SAYS A ARTHUR W. PERETz 


20) TV W . > 
vm ch peat : Director of Pu blic Relations 
Mogul, Williams & Saylor 


KOCO-TV New York City | on Rh 
Market Studies 


Isn’t it about time for another of CHECK YOUR MARKET 
your excellent “Changing Television TODAY! 





Markets” studies? INDEPENDENT 
fo) ¢0.\ eo) ) waeied Mixiarp D. HANSEN Jr. TELEVISION 
Charlie Keys, General Manager Cicero, Ill. | CORPORATION 


Note: Next scheduled market study in- 
cludes Pennsylvania, Maryland, Delaware 
and the District of Columbia. It is to be 


| published Dec. 14. | 488 Madison Ave. * N.Y. 22+ PLaza 5-2100 


BLAIR TELEVTISTON ASSOCIATES 
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62,000,000 


These are the pertinent dimensions of the young lady 
from Natchez when she became the new Miss Americz 
on the night of September 12. 


Because it happens at a time when a new television season 
is just beginning, this annual contest has come to be a 
measure of television itself. 


The 62 million viewers who witnessed the coronation 

of Miss America (and the introduction of the new 

products of the Philco Corporation) constituted the largest 
audience in the history of the ceremonies. 


At the time of the broadcast three out of every four 
television homes in the country had their sets turned on 
—and two out of the three were watching Miss America. 


In the past year the number of television homes increased 
again—by 2%. And the audience to this CBS Television 
Network broadcast was greater by 7%. 


{ These measurements of the first special broadcast of the new 


season reflect not only television’s constantly increasing 
dimensions, but the ability of the CBS Television Network 
tocontinue to attract the largest audiences in television. 


ltis the first clear sign that the nation’s viewers and 
advertisers will be getting more out of television this year q Se 


than ever before. 








632,070 TV HOMES yp 
ESTABLISH CHARLOTTE-WBTV <@ ~~ 
AS FIRST TV MARKET ROS 

IN ENTIRE SOUTHEAST a 












oo 





BUT—EVEN MORE IMPORTANT TO YOU IS 
WHAT'S HAPPENING INSIDE THESE HOMES 


In the WBTV 71-county coverage area, families are feasting on more 
food annually than the city of Detroit; Moms are doctoring families 
with more drugs than would be used by nine New Havens; the entire 
flock of families is spending 68% of its effective buying income at 
retail—almost 3 billion dollars. There are twenty-six states that don’t 
sell this much. 


Compare Southeastern TV markets—you'll rank WBTV first in the 
Southeast and first in your advertising plans. 





COMPARE THESE SOUTHEAST MARKETS! 















632,070 RAPS FIRST. BIGGEST STEP Ss 





WBTV-Charlotte 





Atlanta 579,090 / \\ 

Louleuite 509,480 | }} TO TV COVERAGE 
Birmingham 587,800 WTS 

Memphis 453,240 i IN -THE 
Charlotte Station “B" 442,690 

Miami 434,800 SOUTHEAST 
New Orleans 380,020 

Nashville 366,560 

Norfolk-Portsmouth 337,580 

Richmond 311,680 








JEFFERSON ST 
BROADCASTING 














Commercial picture 


more creative attitudes, 
coupled with top production values, 
characterize new approach 


to old problems 


(74 he commercials were better than the pro- 
gram,” one television critic reported 
recently. 

It seemed like a devasting blast at the new 
show at first—sheer, malicious invective. But it 
wasn't. The critic was reporting the facts: the 
showmanship, the production values, the crea- 
tive imagination used in the three separate 
minutes in that half hour out-classed, or out- 
entertained, the entertainment. The show wasn’t 
so bad, all things considered. The remark was 
meant, rather, as a backhanded compliment to 
the anonymous producer of the commercials, to 
the agency involved in their creation, to the 
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client who had the good sense to approve them. 

In the season now upon us, critics may be 
moved to still greater heights of restrained 
eloquence as new blurbs premiere on network 
shows and on a spot basis. For it seems as though 
more advertisers have become aware of the crea- 
tive intangibles involved in film production, of 
the psychological intangibles involved in mar- 
keting. 

This growing awareness has had a tangible 
effect on commercial production, judging from a 
TELEVISION AGE spot check of some of the lead- 
ing producers and agencies: many of the pitches 
will be more imaginative, lighter in mood, more 
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Revlon International on location—Paris, France 


elaborate and occasionally daring in 
design. And, it is hoped, they will be 
more effective. 

The debate between hard-sell advo- 
cates and soft-sell 
doubtedly will continue this year, but 


advocates un- 


it would seem that hard sell can no 
longer be equated with a dreary, irri- 
tating approach, and soft sell cannot 
be dismissed as an amiable, ineffec- 


tual approach. A light, even humorous. 


commercial can include strong copy 
points, and a strongly worded, factual 
commercial can be entertaining. To 
be sure, viewers will continue to see 
much that is distressing or meaning- 
less, but they will also see more that 
is charming and fresh, and perhaps 
even memorable. 

Such a development cannot be at- 
tributed to any one factor. If one 
could be isolated, it would be purely 
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numerical: with the thousands of im- 
pressions that are made per week on 
viewers sensibilities, each commercial 
must be unique, or at least identifiable. 
This factor has made advertisers and 
top agency executives more amenable 
to allegedly implausible ideas. What 
was once dismissed as utter nonsense 
today is often given the most careful 
scrutiny. In turn, independent pro- 
ducers have found that with certain 
products they have the freedom they 
once enjoyed in the days before 
agencies developed their own talent. 

Robert Lawrence, president of Rob- 
ert Lawrence Productions, Inc., thinks 
that the situation will further improve. 
“The thinking advertising agencies 
have come to realize that the produc- 
tion of commercials is really a co- 


operative effort—as the agencies have 
learned film production the producers 


have learned advertising. In_ this 
sense you might describe what we do 
here as interpretative producing. 
Agencies now will listen to our sug- 
gestions when we think a storyboard 
needs improving and in this way 
we've often been able to make a rou- 
tine commercial a living commercial.” 

Tom Whitesell, vice president in 
charge of motion picture production, 
Transfilm, Inc., says that “it is gratify- 
ing that as more sponsors enter tv, 
smaller agencies are relying almost 
completely on film producers in the 
production of commercials. In these 
cases, we find ourselves with a wider 
latitude in storyboard creation and 
execution. In fact, we have even been 
called upon to set the copy pattern.” 
Mr. Whitesell hopes that this develop- 
ment will lead to a greater producer 
participation in the preparation of 








ify- 
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View of a Mercury 








commercials with the major agencies. 
The Transfilm executive also notes that 
“an increasing number of skilled film 
men are joining the agency ranks, re- 
sulting in a much smoother agency- 
producer relationship.” 

But will these slight changes in 
methods of operating result in any- 
thing perceptibly new on the home 
screens? Probably not. At this stage 
in the history of television probably 
nothing truly extraordinary in the 
way of technique or copy approach 
can be introduced. “Today, only your 
approach and attitude can be different 
or unusual. Tape, animation, live ac- 
tion are the tools you work with,” says 
Bob Klaeger, president of Klaeger 
Film Productions, Inc. 

Almost all agency and independent 
producers echo this sentiment. There 
are, of course, variations and blends 


Strobe technique for Corning Glass 


of established techniques which can 
be utilized imaginatively. 

We can look forward then, not to 
anything startling or genuinely new. 
but to creative adaptations, the results 
of a thinking man’s labors. 

An example of this is a Mercury 
commercial produced by Van Praag 
Productions for Kenyon & Eckhardt. 
Its point of view is literally different 
(see above showing the view from 
beneath the steering wheel), and al- 
though it is live action, the producer 
sought an animation effect. The ob- 
jective here, of course, was to point 
up the quality and size and other at- 
tributes of the company’s car. With 
George Lawrence and Harry Stoddard 
from the agency, Mr. Van Praag set 
about to tailor the visual to suit the 
copy line and Hank Sylvern’s musical 
score. The effect achieved was made 


possible, says the producer, by care- 
ful pre-planning of almost every inch 
of the film. 

On a purely conceptual level two 
disparate trends seem to be evident 
this year. Several unusual commercials 
have been made in which the emphasis 
is entirely on the visual and where the 
actors have nothing audible to say to 
each other or to their audiences. (A 
muted voice-over narration or a few 
simple copy points tell the story.) On 
the other hand, accomplished actors, 
skilled in delivering lines and acting 
out situations, are more in demand. 
(As opposed to the pretty model, the 
stand-up, sincere announcer. ) 

A Sanka commercial recently com- 
pleted for Young & Rubicam by Rob- 
ert Lawrence Productions illustrates 
how two actors, never speaking, either 
to themselves or to the audience, can 
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sell a product. The emphasis here is 
on the visual, although sound in the 
form vf George Shearing playing 
Moonglow, is used to establish a mood 
—a sophisticated, intimate one. 

The commercial opens with a view 
of the New York skyline at night as 
seen through an apartment window, 
the camera eases back into the room 
to a phonograph from which the 
music is coming, continues its move- 
ment to a bookcase, the walls, a coffee 
table, to a young couple seated before 
it drinking Sanka. They are gazing 
at each other and sipping coffee. They 
smile, taste the brew, a rapport is es- 
tablished. The camera moves again, to 
the coffee table, to the jar of Sanka, 
as the unobtrusive voice of an an- 
nouncer describes its qualities. The 





camera continues moving, again to the 
wall, the bookcase, the phonograph, at 
last the window and the New York 
skyline at night. 

A full 60 seconds has elapsed. It 
would be difficult to say precisely what 
the effect is, other than the impression 
that Sanka must be awfully pleasant 
to drink. Technically speaking, noth- 
ing new was used here. There is never 
a cut in the film, rather it is one flow- 
ing movement, a technique that has 
been used from time to time in Holly- 
wood since the late 1930s. Producer 
Lawrence describes the camera in this 
commercial as a subjective one, it 
discovers rather than exposes. 

Klaeger Film Productions is now 
finishing a set of six Arrow shirt com- 
mercials for Lennen & Newell in which 


U. S. Brewers Foundation says all kinds of activities mix with beer 








actors were again used as mimes, so 
to speak. All of the commercials were 
done on location, and only two re- 
quired some studio work. The actors 
in the Arrow blurbs simply furnish 
a background, act out, in the old-fash- 
ioned sense, a situation. 

As an example, one of the com- 
mercials takes place in an airplane. 
A business conference occurs while in 
the air, and as the men go through 
the motions of staging the conference, 
dressed, of course in Arrow shirts, an 
announcer tells the story. They are 
oblivious to the camera, as are all the 
these 
(The Klaeger firm has been emphasiz- 


participants in commercials. 
ing the realism of on-location work: 
a series completed for Greyhound 
(Grey Advertising) done in an ex- 

















tremely light manner, posed crucial 
lighting problems.) 

These Greyhound minute spots, to 
be used on CBS-TV’s Jack Benny 
Show, represent something of a depar- 
ture from the sponsor’s usual ap- 
proach to commercials, in that they 
might be described as situation com- 
edy. Jack Davis, creative man at Grey 
Advertising, says that clients more and 
more are realizing the importance of 
people on the screen, of gag lines, of 
humanizing their selling. 

“We find that we must use more 
creative types of talent, rather than 
bodies. And this has led us back to 
the theatrical areas for casting pur- 
poses. We want actors rather than 
models,” says Mr. Davis. The per- 
former has become so important in 


Greyhound uses humor 


the scheme of things, Mr. Davis adds, 
that scripts are often written for a 
particular actor. 

This reliance on actors as actors 
(as opposed to actors as salesmen) 
will be illustrated again this year in 
a two-minute commercial completed 
by Elliot, Unger & Elliot for U. S. 
Brewers Foundation, Inc. (J. Walter 
Thompson). This commercial is shot 
in color (there seem to be fewer color 
commercials this year) and utilizes 
four different situations in which 
vignettes typical of Americans at play, 
are acted out. One takes place at a 
bowling alley (in which a shot is taken 
from behind the pins) while another 
is centered around members of a coun- 
try club who are jumping horses. The 
length of the commercial, says Larry 





Goldwasser, producer-director of 
EUE, allowed time to amplify, to de- 
velop a point of view. There is no 
real hard sell in the brewer’s message, 
since the actors simply try to com- 
municate the proposition that beer is 
good to drink, it’s healthy, it’s fun. Al- 
though the commercial is slow paced 
and relaxed and pretty, Mr. Gold- 
wasser says, there is no question but 
that beer is a dominant factor in all 
the enjoyment. 

Another institutional spot, this one 
done for the Dreyfus Fund, Inc. by 
MPO Television Films, Inc., illustrates 
how even a commercial for a mutual 
fund investment corporation can be 
alive and creative. The producer and 
the agency (Doyle, Dane, Bernbach, 


(Continued on page 91) 
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Pulse survey indicates most viewers prefer a little humor with their sales pitch 








We says comedy doesn’t exist on 
television any more? 


While many of the weekly stand-up 





QUESTION 1: Do you enjoy 


‘ ing some tv commercials 
comedians may be gone—Berle, Glea- 





than others? 





son, Buttons, Caesar, etc.—a survey 
conducted by The Pulse, Inc., reveals 
that viewers are imbibing their humor 






Enjoy some 





Do not enjoy 





in large doses from a_ brand-new 





source, the tv commercial. 





And so popular are the humorous 2 : 
Total respondents 





messages produced by a growing 





number cf advertisers that 81 per 





cent of the viewers queried stated they 





some which you enjoy? 





preferred such announcements to other 
types (question 1.) 






Piel (Bert & Harry) 
Ballantine 

Tip Top (Emily Tipp) 
Mr. Clean 

L&M- 


For the purposes of the survey, com- 





merciais were broken down into three 





broad categories: humorous, factual 





and «ndorsement-by-star. Obviously, 





these classifications often intermix in 









practice, but it was felt the public 





watch- 
more 
% 
81.0 
19.0 


100.0 
1000 


(If “Yes°) Can you mention 


Yo 
56.9 
12.9 
10.8 

9.7 

2.3 


Calso (Chevron) 2.6 
Handy Andy 2.0 
Lestoil 5.1 
Alka-Seltzer 6.5 
Newport 4.2 
Maypo 3.1 
Gillette 1.9 
Ford 24 
Chevrolet 1.6 


Misc. cigarettes, cereals, 
cars, detergents, cosmetics, 


beverages, foods, etc. 61.1 
182.8* 
Total respondents 810 


*Totals over 100% due to multi- 


ple responses. 
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questions 2 & 3: Which of these 
three types of tv commercial do 
you most enjoy watching? Be- 
lieve tells you most about the 


product? 
Tells 
Enjoy most 
% Jo 
Humorous 82.4 55.4 
Starendorsement 10.4 16.8 
Factual 4.1 16.4 
No preference 3.1 11.4 
Total 
respondents 1000 =. 1000 











would readily grasp a difference be- 
tween a humorous commercial, a 
factual one dependent upon product 
claims and one in which a celebrity 
personally delivered the sales message. 


y For sheer enjoyment, humor won 





handily. When viewers were asked to 
they 
“enjoyed,” virtually every one men- 
tioned — Piel’s, Ballantine, Handy 
Andy, Tip-Top, Mr. Clean, Chevron, 


etc. — was an animated cartoon. In 


name specific commercials 


most of the commercials named, 


copious amounts of chucklesome 
sound effects and musical jingles were 
present. 

Does humor put across a sales mes- 
sage? Evidently, according to Pulse 
(questions 2, 3), which showed that 
well over half of the 1,000 men and 
7 women surveyed thought humorous 


commercials told them more about the 


adveriised product than even a 
straightforward factual announce- 


ment. 

A similar percentage of respondents 
not only felt that enjoyment of a com- 
mercial added to their desire to buy 
the advertised product, but reported 





Does your enjoy- 
ment of these types of commer- 
cial add to your desire to buy 


the products advertised? 
os 





b 
Adds to desire to buy 55.6 
Does not 44.4 

| Total respondents 1000 


| 
| 
QUESTION 4: 
| 
' 
| 





that they generally bought the prod- 
ucts shown in enjoyable commercials 
(questions 4, 5). 

Dividing commercials 
three aforementioned classifications 
(question 6), humorous messages 
were noted by the greatest percent- 
age of respondents who most enjoyed 
them as adding most to their desire 
to purchase advertised products. Of 
824 respondents who liked humorous 
commercials more than the star- 
endorsement or factual announce- 
ments, 57.5 per cent said the clever 


into the 


spots influenced their desire-to- 
purchase. 
Of 104 respondents most-liking 


star-delivered commercials, 55.5 per 
cent reported these spots most in- 
fluenced their purchasing decisions. 
Only a small group, 41 persons, 
claimed to enjoy a factual message 
most; and of this group the smallest 
percentage, 53.6, thought their pur- 
chasing decisions 


were favorably 








QUESTION 5: In general, do you 
buy the products advertised in 
commercials you enjoy watching ? 


Cc 


c 
Purchase products 53.4 
Do not 46.6 
Total respondents 1000 








affected by such announcements. 
However, when asked whether they 
actually bought products advertised 
in “enjoyable” commercials, 58.5 per 
cent of the supporters of the factual 
messages replied in the affirmative. 
Only 54.5 per cent of the humor 
addicts reported buying the advertised 
product. Devotees of the star-endorse- 
ment commercials held steady, with 
55.5 per cent noting they bought the 
products—the same percentage which 
had reported an inclination to buy. 


(Continued 





Hu morous 
sg 
it 
Adds to desire 57.5 
Does not 12.5 


Purchase product 54.5 

Do not 45.5 
100.0 

Total respondents 

who enjoy specific 

type of commercial 824 


Humorous 
% 
Adds to desire 64.0 
Does not 36.0 


Purchase product 58.5 

Do not 41.5 
109.0 

Total respondents 

reporting commercials 

to be most informative 554 





QUESTION 7: Do you buy the products? 


QUESTION 8: Do you feel the kind of commercial which tells you most 
about a product adds to your desire to buy the product? 


QUESTION 6: Does your enjoyment of a specific kind of commercial add 
to your desire to buy the products advertised? 


| 

Star Factuc! 
% c Y } 
55.5 53.6 
14.5 16.4 | 
55.5 58.5 
14.5 11.5 
100.0 100.0 | 
104 1] 


QUESTION 9: Do you buy the product? 


Star Factual 
% of 
18.0 50.0 
52.0 50.0 
18.0 59.5 
52.0 10.5 
100.0 100.0 

168 164 
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Summer Successes 


Television boosts sales 


for makers of two different 


hose-end appliances 


t Smith-Greenland Co., a New 
York advertising agency just a 
little more than a year old, two clients 
make products that have several 
points in common. Each product is 
designed to attach to one end of a 
garden hose. Each has a distinguish- 
able water-propelled mechanical mo- 
tion. The same account supervisor at 
the agency—Peter Weinberg—works 
on both products. 

And, more importantly, each had 
its own unique television success story 
this past summer. 

“We had an entirely different prob- 
lem,” said Mr. Weinberg, “on the 
Osrow Whirlaway car and window 
washers than we did on the Melnor 
oscillating lawn sprinkler. The high- 
est-priced item in each line sells at a 
retail price near $14.95, but the 
Osrow washers are handled primarily 
through about 500 department stores, 
while Melnor sprinklers are sold in 
thousands of hardware stores, large 
and small, across the country. 

“Therefore, with Osrow, the prob- 
lem became one of not only selling the 
item but the local department store 
where it could be purchased. With 
Melnor, we had to build broad con- 
sumer awareness of the features that 
make the sprinkler different from 
many, many competing brands.” 

Unlike Melnor Industries, Inc., the 
Osrow company had used some tele- 


Sprinkler sprays square .. . 


vision in previous years for its rotary- 
brush washers. President Harold Os- 
row noted that infrequent spot sched- 
ules had been used along with a brief 
campaign on Today. “The Garroway 
name had considerable merchandising 
value,” he said, “but we thought spot 
would allow us to pinpoint our adver- 
tising more strategically.” 

The “pinpointing” of advertising 
effort, he revealed, meant that local 
dealers were more favorably im- 
pressed when informed that “such- 
and-such a number” of spots would be 
running in their markets during a 
certain time. Local campaigns then 
gained cooperative support from the 
dealers, window displays, print ads, 
etc. 

Having decided to launch a strong 


spot push in late spring, Osrow and 
its agency laid out a budget based on 
past and predicted sales in each mar- 
ket. The initial drive was set to cover 
the top 25 markets, with brief flights 
of minute films running for several 
weeks each. 

In order to insure strong selling 
efforts by the local department stores, 
each store’s name was tagged on to 
the end of the tv spot—on condition 
the store ran a print ad on Whirlaway 
washers in the local paper. 

“All retailers do not believe televis- 
ion is the perfect and only medium,” 
said Osrow ad manager Milton Al- 
lenson. “We worked with several 
stores in each market and got a co- 
ordinated effort in print and broad- 
cast.” 


Film spot shows Whirlaway washing action 
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The live-action films showing a man 
washing his car with a regular Whirl- 
away and a woman scrubbing second- 
story windows with a Super Whirl- 
away were aimed largely at male audi- 
ences. Late-night programs, movies 
and Jack Paar Show breaks were used 
along with various local “hot” pro- 
grams (such as the return of the Mike 
Wallace interviews in New York). 

It was only two or three weeks after 
the campaign began that agency and 
client saw the first signs of success. 

The early reports of satisfaction 
came in from Osrow’s salesmen who 
were touring the tv markets. Then, 
the orders and re-orders began arriv- 
ing. So enthusiastic was retailer sup- 
port that the market list was upped 
to a total of 50 major areas. 

At the conclusion of the various 
schedules, these were the results: (1) 
a sales increase of 30 per cent over the 
same period in 1958; (2) discovery 
that video advertising in which retail 
prices were delivered prevented price- 
cutting on the product at discount 
houses; (3) decision not only to use 
spot again next spring in a similar 
manner, but to let tv spearhead a drive 
on a newly developed product. 

Among Mr. Osrow’s beliefs con- 
cerning tv are, first, that it’s a medium 
an advertiser without a huge budget 
can use only in major markets, and, 






Mr. Osrow, Mr. Weinberg, Mr. Smith and Mr. Allenson plan program 


secondly, that the advertised product 
must be demonstrable. 

“The Whirlaway is a natural for 
demonstration,” he said. “It revolves, 
squirts water and releases suds at the 
touch of a button. And we feel our 
new Rolawaxer has similar demon- 
strable features.” 

By developing its Rolawaxer, a 
plastic container that spreads floor- 
wax as it’s pushed by the busy house- 
wife, the company came up with a 
non-seasonable item. The line of wash- 
ing brushes and cleaning products 
are important sellers primarily during 
warm-weather months. During the 
spot campaign, inclement weather 
which drove would-be car and window 
washers indoors had forced the can- 
celing of schedules in some markets. 

The introduction of Osrow’s Rola- 
waxer is getting under way this fall 
with a national-magazine ad for deal- 
er publicity and distribution. Tele- 
vision testing in isolated markets has 
already begun in preparation for a 
large-scale drive once distribution is 
attained. 

In the tests, both live and video- 
taped commercials are used. “Tape is 
so perfect for the testing of a new 
product like this,” said agency execu- 
tive vice president Martin Smith, 
“that any station in a major market 
without recording equipment is short- 





sighted in our opinion.” 

Testing played an important part 
in the decision of Melnor Industries, 
Inc., to enter television for the first 
time this year. “We'd used mostly 
national ‘shelter-type’ magazines for 
the past few years,” said account 
supervisor Pete Weinberg. “But we 
found our advertising there was 
creating no excitement. Melnor has 
made a complete line of lawn sprink- 
lers, hose nozzzles and the like for 
over a decade, but with its ads run- 
ning in the same spring issues of the 
magazines used by all the competition, 
there just wasn’t any impact.” 

Early in 1958, he said, Martin 
Smith recommended a test of video’s 
potentialities in comparison with 
local newspaper. Three markets were 
selected of similar size, number of 
private homes, etc. In one, only tv 
spots were used; in another, the same 
amount of money was spent for print 
ads; the third market received no ad- 
vertising, thus serving as a control. 
Brand recognition tests were con- 
ducted before the campaign began 
and after it ended in each market. 

“The results were nearly unbeliev- 
able,” Pete Weinberg said. “Tele- 
vision won hands down. For instance, 
on unprompted recall—‘Can you 
name any brands of lawn sprinklers?’ 


(Continued on page 102) 
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Magic formula 


Magnum Photos 


Charles Collingwood on a running story 


CBS News blends 
information and showmanship 


to make programs pay 





he hen Khrushchev makes his 
entrance into Washington 
there’s nothing I want to see more 


than the expressions of the people 


gathered on the sidewalks for this first 
Sig Mickelson, CBS vic> 
president and general manager of CBS 


meeting,” 


News, was heard to remark several 
days before the arrival of the Soviet 
premier. Mr. Micke!son was not an- 
ticipating the complex, reserved emo- 
tions that were evident that day; 
rather he was making a point about 
the nature of television news, some- 
thing he is likely to do when aroused 
by well-meant but uninformed crit- 
icism. 

“Critics don’t quile grasp what we 
are doing when they complain about 
our coverage of ‘inessentials.’ Often 
we re just eavesdropping on events as 
they take place, and often such cover- 
age is more meaningful than columns 
of type. Just seeing president Eisen- 
hower meet the German or French 
people is something.” 

When Mr. Mickelson expressed a 
desire to see Americans react to Mr. 
Khrushchev he was looking not simply 
for the human element in the news, 
he was looking for what was essential- 
ly dramatic in it. For this perception 
of drama in events seems to be to tele- 
vision news what a hunch is to a news- 
paper reporter: the difference between 
success or failure. 

In the area of informational pro- 
gramming, known in the trade and 
clsewhere as public service program- 
ming (a euphemism for unsalable 
stuff), the knack for understanding 
the dramatic essentials of a story is 
just as crucial. It would seem that 
CBS News has this grasp; for the first 
time the division is on its way toward 
operating in the black. This season it 
will bill close to $40 million, money 
paid for programming that was once 
assumed to drive viewers out to the 
movies or to the corner bar. 

In a sense, the division is operating 
in the black now, since it operates on 
a budget of approximately $25 mil- 
lion. But as it is a service organiza- 
tion, almost a packaging firm, for the 
CBS Television and Radio networks, 
it sells its productions (which roughly 
included hard news, public affairs and 
sports) at cost. These, in turn, are sold 


Confrontation of leaders pictorialized 


to sponsors. As a division of CBS, Inc. 
it can certainly be called a money- 
maker, no matter how the books are 
audited. 

The roster of program series al- 
ready sponsored is an imposing onc, 
and seems to be convincing proof tha’ 
informational programs have come in- 
to their own as entertainment in the 
1959-60 season. Advertisers appear to 


two things: such 


have recognized 
shows have a large and loyal audience. 
and an investment in them offers cer- 
tain pluses few other programs have 
prestige, authenticity, timeliness. 
The program series and their s; 
sors on CBS-TV this season include 
CBS Reports, B. F. Goodrich Co. and 
Bell & Howell Co.; Woman!, Saran 
Wrap Division of Dow Chemical Co.:; 
The Twentieth Century, The Pruden- 
tial Insurance Co. of America; Con- 


oOn- 


quest, Monsanto Chemical Co.; full! 
election-year coverage, Westinghous: 
Electric Corp.; Eyewitness to History 
Small World, Olin 
Mathieson Chemical Corp. In addi- 


Firestone, and 


tion, Douglas Edwards wit the News 
and Sunday News Special will be pre- 
sented on a multi-sponsorship basis. 

The list is hardly complete. The di- 
vision’s annual Years of Crisis and 
Big News of 1959, the winter and sum- 
mer Olympics and many news spe- 
cials which can be produced on short 
notice are attracting still more clients. 

And the sports department of CBS 
News starts the current season with 
20734 hours of sponsored time out of 
a schedule which to date calls for 
28614 hours of programming. 

What is it that has lured clients into 
this particular area when the trend 
this year in a business of trends is 
toward a form of escapism: mystery- 
adventure? Mr. Mickelson sees many 
factors which have led inexorably to- 
ward the acceptance of informational 
material. 

For one thing, he says, television 
has reached a kind of plateau and 
never again will a program be ac- 
cepted for long on its novelty value, 
as happened four and five years ago 
when homes were multiplying at a 
phenomenal rate. Viewers today are 
more selective, more discriminating. 
“Again, the art of projecting informa- 


(Continued on page YS) 





Open house for a city 


New Cedar Rapids department store 
brings five-story facilities 


to people via tv 


a) 


WMT.TI 


f you opened a new and modern 

department store in Cedar Rapids, 
Iowa—the first one built in that state 
in many years—and invited the entire 
city in for an introductory look, what 
would you expect? Hordes of pushing, 
shouting spectators? Lost children by 
the dozens? Merchandise soiled and 
shattered in the crush? 

These and other headaches which 
often accompany a store opening 
were recently side-stepped by Arm- 
strong’s, a new five-floor department 
store in Cedar Rapids which was in- 
troduced to potential customers in 
eastern Iowa through video-taped pro- 
grams carried on WMT-TV. 

Months in advance of the actual 
opening, store president Robert Arm- 
strong and members of his staff and 
advertising agency met with WMT-TV 
Douglas 
Grant and account executive George 


operations vice president 
Dorrington. It was planned to tape 
18 five-minute “news” programs, each 
of which would cover several of the 
store’s 54 departments. 
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crew shot action at front door... 


Working with blueprints of the in- 
completed structure, production man- 
ager Bill Dutcher plotted camera shots 
and cable routes. A temporary control 
room was laid out at the second floor 
escalators. WMT-TV newscaster Dave 
Shay and women’s director Jan Voss 
spent two weeks conferring with de- 
partment heads on what features and 
merchandise should be emphasized. 
The pre-shooting planning meant that 
the 18 programs could be ad libbed, 
rather than scripted. 

Cameras and equipment were 
moved into the store and checked the 
night before actual shooting. Micro- 
wave facilities were installed to beam 
the pick-up to the Ampex recorder in 
the station’s studios. 

The shooting schedule allowed 30 
minutes to tape each program, with 
some programs including as many as 
five departments. An hour’s time was 
figured for each move of equipment 
from floor to floor. In-many cases the 
planning beforehand had been so 
complete that the first “rehearsal” tap- 


. . and 54 different merchandise areas 


ings were okayed for final broadcast 
but even so, WMT-TV’s crew of 21 peo 
ple worked straight through from 8 
a.m. to 1 the following morning. 

Each of the two cameras used re 
quired 400 feet of cable and five met 
to maneuver around counters. 
regular nine-to-five store hours were 
in effect, curious spectators caused 
minor traflic jams at times. Fortunate 
ly, the store’s 125-foot-candle fluo# 
rescent lighting permitted all shooting) 
to be done in existing light and nd 
extra equipment was needed. 

At the studios, each program was 
okayed for acceptability, with the 
only editing required being the re 
moval of occasional crowd noises. The 
series of five-minute programs were 
slated for a total of 30 showings. 

While the programs were designed 
only to introduce the new store and 
not to do any direct selling, immedi- 
ate phone calls were received from 
persons wishing to buy merchandise 
modeled. Armstrong’s chalked it up as 
an extra “plus” for the tv presentation. 








Always something new... 


at cfi 


ULTRASONIC FILM CLEANING: ANOTHER TYPICAL CFI / MANUFACTURER- 
RESEARCH-DEVELOPMENT COLLABORATION 


Manufacturers of film processing equipment frequently come to 
CFI to test new equipment under peak-load conditions. And 
CFI technicians usually contribute greatly to the finished prod- 
uct, as in the case of this Lipsner-Smith film cleaner, first used 


on the West Coast by CFI. 40 years of serving the film industry 
has given CFI technicians a know-how that is respected and 
relied upon. 

CFI: a complete film laboratory offering every professional 
service and consistently superior film processing. For processing 
perfection: specify CFI! 
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“The. hard way’’... hand cleaning 
as it has been done for 40 years 





CONSOLIDATED FILM INDUSTRIES 


959 SEWARD ST., HOLLYWOOD 38, CALIFORNIA 
521 WEST 57th STREET, NEW YORK 19, NEW YORK 


HOllywood 9-1441 Circle 6-0210 


Film Report 


SOLID SELLING 

United Artists Television has 
wrapped up 53 markets and approxi- 
mately $750,000 worth of business in 
its first push in syndication for Tales 
of the Vikings. The market and dollar 
tallies were made after some 40 days 
in the field which were initially char- 
acterized by an insistence on 52-week 
contracts. 

Kurt Blumberg, manager of syndi- 
cation operations, says the decision to 
steer clear of alternate-week transac- 
tions at first was not, strictly speak- 
ing, a sales policy. “We wanted solid 
sponsorships initially because the pro- 
gram is our first in syndication. What 
we have signed up is solid as a rock. 
Alternate-week deals are certainly ac- 
ceptable, I’ve got nothing against 
them, but in our initial campaign we 
were out for 52-week orders.” 


Sponsor transactions already com- 
pleted include IXL Foods in the 


northwest for an unspecified number 


5 with the 
"BIG cCHEESE in Wisconsin 
Not only 34 million people 


but 2 million cows. 


WEAU-TV 


EAU CLAIRE, WISCONSIN 
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of markets; Laclede Gas Co., St. Louis 
(and possibly others); Royal Castle 
Hamburger, seven markets in the 
southeast; Gordon Bread Co., Los An- 
geles; El Paso National Bank, El Paso, 
and U. S. National Bank, San Diego. 
In addition, TV Stations Inc. has pur- 
chased the series for 20 markets, and 
the Transcontinent stations were being 
signed up at press time. 

An intensive push on the local level 
for Tales of the Vikings has just been 
started. Mr. Blumberg estimates that 
before Christmas the program will 
have been sold in at least 125 mar- 
kets. Before that, around the first of 
November, a big regional drive will 
be started for UA-TV’s second syndi- 
cated property, yet to be selected. 


ADDENDA ... 

Jerome J. Cohen, Inc., a firm that 
specializes in rare and unusual types 
of insurance, has signed up a record 
number of contracts in recent times. 






Jerry Cohen, president of the firm, 
reports that close to 60 producers are 
now using his services. Most recent 
unusual policy covered a man and 
wife team which was to enter a Flor- 
ida alligator pit. The stunt was part 
of a television commercial. Agencies 
also use Mr. Cohen’s services and he 
reports that he is getting many re- 
quests for policies covering the non- 
appearance of a celebrity on shooting 
. wcau-Tv Philadelphia has 
launched what it describes as an un- 


days. .. 


precedented station promotion cam- 
paign to launch the fall season. Over 
500 million impressions covering its 
feature films, half hours, live per- 
sonalities and news and public affairs 
shows will be produced over a six- 


week period. 


PROGRAMS ... 
Ziv’s investments in program pro- 
duction this year will top last year's 


high of $16.5 million by $4.5 mil- 





PELE SUCCESS .............. 


he chuckles and bellylaughs in 

CBS Films’ The Honeymooners 
have been a continual source of satis- 
faction to viewers and sponsors dur- 
ing its long run in syndication, and 
during its stay on CBS-TV several 
years ago. It is currently a source of 
delight to one major food company 
Armour & Co.—which is bankrolling 
the comedy on wkstT-Tv New Castle- 
Youngstown, O. 

The client is convinced that the in- 
vestment has helped boost food sales 
in the area. According to Frank Mur- 
ray, manager of the Youngstown 
Armour plant, “The Honeymooners is 
well received in this area, and does a 
real selling job for all our Armour 
products. We can’t help but feel that 
the high-quality comedy _ series, 
coupled with the outstanding promo- 
tional efforts of WKST-TV, have played 
a large part in increasing our sales.” 
(Bob Harnack, sales manager of the 
station, reports that numerous promo- 
tion aids for the series were worked 
out during the summer season). 


During the summer the series was 


Rte uit cent a Pol tx te Armour & Co. 





telecast by wkstT-Tv from 9-9:30 p.m. 
on Wednesdays, but has been switched 
to 7-7:30 p.m. on Fridays for the fall 
and winter, preceding ABC-TV’s 
Walt Disney Presents. Armour & Ce. 
in Youngstown recently renewed The 
Honeymooners for a second 26 weeks. 

The series is a production of Jackie 
Gleason starring Mr. 
Audrey 


Enterprises, 


Gleason, Art Carney and 


Meadows. 
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Recording — copying — cuing —editing— splicing . . . whatever your requirements for today—or the 
future—the Ampex Videotape* Television Recorder brings the utmost operating efficiency. These 
advanced-design features are backed by 12 years of development—and the experience in TV tape 
recording that is Ampex’ alone . 

INSTANT SWITCHING B/W TO COLOR with no adjustment or re-equalization needed —and no com- 
promise of either standard. 

PRECISE LIP SYNCHRONIZATION with second recorder, either audio or TV tape, is accomplished 
with Tape Speed Over-ride control. 

HIGH QUALITY COPYING ASSURED even to third generation tapes. Low impedance RF-RF dubbing 
interconnection delivers the frequency modulated signal direct to copying recorder (s)—eliminates 
repeated modulation and demodulation processes. 


RECORD, PLAYBACK TO 4 WORLD STANDARDS with “Interswitch” modification. Equips any Ampex 
for international programming with 525, 405, 625 or 819 line systems. 




















HEAD LIFE INDICATOR provides immediate, accurate indication of operating life of the video head 
assembly . .. lets your engineer plan a production schedule with assurance. 
p.m. Write, wire or phone today for an Ampex representative—or ask for the new, fully illustrated 
ched brochure describing the new Ampex VR-1000B. Whatever you want to know about the advantages 
. fall and profits in TV tape, get the facts from Ampex. AMPEX HAS THE EXPERIENCE. 
rv’s 
Co. 
The PEX 
peeks. ™ 
aa 934 CHARTER ST. » REDWOOD ciTy, cauF. | VIDEOTAPE | CORPORATION 
a 
*TM AMPEX CORP. Offices and Representatives in Principal Cities Throughout the World 
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Advertising Directory of 


SELLING COMMERCIALS 
















Bank of Hawaii ¢ Lennen & Newell 


BANDELIER FILMS, Albuquerque 





General Electric Co. « BBDO 


The 


GENERAL $6) ELECTRIC 
Theater 


ELEKTRA FILM PRODUCTIONS, INC., New York 
















Bissell « Clinton E. Frank 


TELEVISION COMMERCIALS, INC., Hollywood 





Goobers Candy « Wermen & Schorr 








BILL STURM STUDIOS, INC., New York 













Cadence Records, Inc. 





The Greyhound Corp. « Grey Advertising 





KLAEGER FILM PRODUCTIONS, New York 















SF. . — (\ we 
MPO TELEVISION FILMS, INC., New York 














Kinney Shoes « Frank B. Sawdon 


TRANSFILM-CARAVEL INCORPORATED, New York 
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lion, according to John Sinn, presi- 
dent. The $21 million expenditure 
covers 12 film series, four network 
and eight syndication. Mr. Sinn also 
disclosed that Ziv is readying 25 
new programs for production, and 
Klondike Fever is expected to be the 
first of them. Titles for four of the 
eight syndicated shows have not been 
released as yet. The other four are 
This Man Dawson, Lockup, Sea Hunt 
and Bold Venture. The network pro- 
prams include two new entries—Chal- 
lenge (NBC-TV) and Men Into Space 
(CBS-TV )—as well as Bat Masterson 
(NBC-TV) and Tombstone Territory 
(ABC-TV). 

Douglas Morrow and California 
Studios have completed a long-range 
co-production deal calling for Mr. 
Morrow to write and produce pilots 
for three telefilm series. They are: 
Kitty Hawk, It Happened In Sun Val- 
ley and Mother's The Governor of 
Texas. All three are scheduled to be 
completed within the next five 
Phil Krasne, president of 
California Studios, earlier completed 


months. 


a similar arrangement with Bernard 
Girard for eight pilots. Both deals 
include participation in ownership. 

Producer Herbert B. Leonard will 
produce, in partnership with Screen 
Gems, a series of one-hour tv films 
titled The Searchers. Mr. Leonard 
recently returned from a four-week 
trip to Europe to set production fa- 
cilities for Three Man Sub, a series 
of 39 half hours which he will also 
produce in partnership with Screen 
Gems. The Columbia subsidiary’s 
Tales of the Texas Rangers is now 
available in all markets in syndica< 
tion after a four-year network run. 
Earlier this year the program, con- 
sisting of 52 half hours, had been 
made available in certain markets 
which were not receiving the network 
telecasts. 

MCA TV has placed a new mys- 
tery-adventure series on the market- 
by-market route. It is Johnny Mid- 
night, starring Edmond O’Brien. . . . 
Banner Films is also marketing a new 
syndicated property. This one is 
Speedway International, which deals 
with action filmed at various inter- 
nationally known speedways. 
Bernard L. Schubert, Inc. is current- 
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ly sneak previewing several of its 
film series in many key markets, 
Plans call for as many as six episodes 
of each future series to be previewed 
in this manner. 

Flamingo Telefilm Sales reportedly 
is close to a network deal on a new 
kind of sports-interview program. 
This one, titled Live Like A Cham- 
pion, has Kyle Rote as host and fea- 
tures film clips as well as talks with 
various experts and names in the 
sports world. Three half-hour pro- 
grams have been completed on tape. 

. Sterling Television Co. has re- 
leased to syndication the second se- 
ries of Bowling Stars, which recently 
completed its network run on ABC. 


TV. 


FOREIGN SALES 

Independent Television Corp. re- 
ports that foreign sales during its first 
year of operation ending last month 
totaled $4,346,258. The western hem- 
isphere accounted for $1,721,890 of 
this total while the eastern hemi- 
sphere brought in $2,624,368. These 
figures represent the combined sales 
activities of ITC and its sub-distribu- 
tor, ITC, Ltd. of England. Walter 
Kingsley, president of ITC, observes 
that the company is in a unique posi- 
tion in regard to foreign distribution 
because of its British partners (As- 
sociated TeleVision, Ltd. of London). 
The arrangement defeats British quo- 
ta restrictions on American product. 


NETWORK PROGRAMMER? 

There will be a new look at CBS 
Films when Robert F. Lewine, NBC 
TV’s vice president of television net- 
work programs since 1957, takes up 
his new post there. The emphasis will 
be on network productions, an area 
never fully explored by the distributor. 

Mr. Lewine, who fills the post va- 
cated by Les Harris (now with ITC) 
has been appointed vice president, 
programs, and will assume his new 
duties in mid-October. He reports to 
Sam Cook Digges, administrative vice 
president of CBS Films. Mr. Digges 
says the company will “definitely be 
going out to produce network pro 
grams for each of the three networks. 
We will continue, of course, to pro 
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than 140 markets, and many of the 


markets in the east. The series will 






























kets, i sales were to top regional clients. premiere in most markets by January 
odes i Blue Plate Foods, Inc., is the latest of 1960. . . . Banner Films reports 
~wed . of these, picking up the program on that its package of “Cartoon Classics” 
an alternate week basis in 39 cities has been sold in five more markets, 

edly throughout the south. Other major while Night Court has been picked up 
new deals include Jax Beer for 19 markets by stations in another four markets. 
ram. throughout Louisiana, Texas, Okla- S. A. Schonbrunn & Co., Inc., for 
vam- homa and Alabama; R. J. Reynolds Savarin coffee, has purchased Na- 
fea- for a large group of cities across the tional Telefilm Associates’ Grand Jury 
with country and Holsum Bakeries for all _—_— for presentation over wcss-Tv New 
the of Arizona. P. Ballantine & Sons, York. The deal is a rare one in that 
pro- wn. LEWINE Anheuser-Busch and Joseph Schlitz few single advertisers sign for an en- 
ape. are additional major breweries which tire program these days, and is espe- 
& duce programs for syndication, but have purchased the series. cially rare in that it happened in 
| se- the emphasis will certainly be on net- P. Ballantine has also picked MCA New York, an expensive and difficult 
-ntly work-calibre shows.” TV’s Johnny Midnight for 26 major market. California National Produc- 
BC. Mr. Lewine joined ABC-TV in 

1952 as eastern program director and eee ee 

in 1954 was ail national program . Some BU Y—Some RENT 

director. In January of 1956 he was ‘ 
. re elected vice president in charge of . EAL get SERVICE PLUS 
first programming and talent. In Decem- e ; 
onth ber of that year he joined NBC-TV as ; from CECO° 
1em- vice president in charge of nighttime . 
0 of programs and in February of 1958 . 
emi- was put in charge of all programs. 7 Some film makers prefer to buy outright ; 
heal Cotecwan | Grover re essential photographic equipment for their ‘ 
salek SMPTE SESSIONS chts PAR 56 or BAR 64 Det studios. Others find it more economical 


to rent and charge it off os on operat- 


bu. The 86th semi-annual convention 
ing expense. Whatever your requirement, 
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alter ee 64 500 watt and ter. U ; . 
wall Television Engineers gets under way less thing “10 po thomeng yp es CECO offers you the world’s greatest ossort- . 
a this week at the Statler Hilton Hotel * 3200° Kelvin! ment of professional cameras, accessories, * 
in New York with a theme that could * $36.75 less bulb lighting, sound and editing equipment. ~ 
ition ; _  .  * $5.30 PAR 56 Bulb ; 
(As. not be more topical: “Motion Pic- + 3995 PAR 64 Bulb PLUS expert consultation on how to get . 
, tures and Television in the Space what you want on film within ° 
on). # : . ° 
Age. 5 your budget. Whether you'rea | 
ud- ae : 
he Exhibitors, as well as numerous spe- . Pro or Semi-Pro, see CECO. . 
cialists in electronics and photogra- i > infin Mig eal 
phy, will emphasize this theme. Edgar 
M. Cortright, chief, Advanced Tech- 
CBS nology Program, National Aeronau- . 
NBC- tics and Space Administration, will 
net- address the society’s annual awards 
$s up session on Tuesday. He will discuss 
will the national space program in the 
area light of past experiences, present ac- 
utor. tivities and future planning. His ad- 
t va- dress will be in the nature of a gen- SE es “ 
che) , ncludes three-lens DIVERGENT turret, reg- 
TC) eral survey of all aspec ts of the pro- istration pin movement, side pressure rail, 
dent, gram, including space sciences, satel- and quickly interchangeable motors. Reflex 
P “a : elias : . viewing system permits viewing and focusing 
new lite applications, manned space flight, through taking lens while camera is operating. 
ts to and developmental and supporting ac- Accepts 100 ft. daylight loading spools and “3200, professional 
vied tivities. accessory 400 ft. magazines. Film Viewer 
igges SALES *CECO trademark of Camera Equipment COmpany Easy threading, portable, will not 
ly be as 3 scratch film. Views film left to right 
MCA TV is currently going great on large brilliantly illuminated 
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= mystery-adventure series starring a Medel $350.00 
a Scott Brady, has been sold in more ~~ . ‘ 
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Advertising Directory of 


SELLING COMMERCIALS 





Lipton Tea « Young & Rubicam 


GRAY-O'REILLY STUDIOS, New York 


Nestle’s Quik e McCann-Erickson 





M.J.B. « BBDO 


TV CARTOON PRODUCTIONS, San Francisco 


Pontiac « MacManus, John & Adams 


KLAEGER FILM PRODUCTIONS, New York 





Minnesota Mining « BBDO 


GIFFORD ANIMATION, INC., New York 


Purex Corp., Ltd. « Foote, Cone & Belding 





National Biscuit Co. ¢ McCann-Erickson 


SARRA, INC., New York 





Pe 3 


’ =e? ane os = 
PANTOMIME PICTURES, INC., Hollywood 
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tions’ Danger is My Business has been 
purchased by stations in six more 
markets. Two of them purchased col- 
or versions of the series. CNP’s Un. 
ion Pacific continues to move: latest 
purchasers include WGAL-Tv Lancas- 
ter, WABG-TV Greenwood, wRVA-Ty 
Richmond and wLor-tv Orlando, Fla, 

Ziv’s This Man Dawson, boosted by 
new regional and local transactions, 
has been sold in over 110 markets, 
Latest regional client is Standard Oil 
of Indiana, which will sponsor the se- 
ries in Kalamazoo, Indianapolis, 
Pittsburgh, Joplin and Mason City, 
la., Cape Girardeau and Eau Claire, 
. . « The Roller Derby, a one-hour 
program, has been sold in close to 50 
markets. It is available on film or 
tape. 
COMMERCIAL CUES... 

Video tape has had, and will con- 
tinue to have, a tremendous impact 
on live and filmed productions of 
commercials. It has also spurred the 
formation of many new companies, 
the latest of which is now in the plan- 
ning stage. Its executives will be 
composed largely of network people 
who have been involved in tape from 
the beginning, and, as is common 
with such new tape firms, it will not 
restrict itself to commercial produc- 
tion only. Modestly budgeted pro- 
grams are on the agenda. 

Fuller & Smith & Ross, Inc. has 
transferred Philip L. Worcester, di- 
rector of television, radio and films 


4 


MR, WORCESTER 


for its Cleveland office, to New York 
as production supervisor on television 
commercials for the Aluminum Co. 
of America. Mr. Worcester joined 
FSR in 1951, and since then has been 
involved in all phases of tv and radio 
production. . . . Steven Clark has 








been appointed a producer for Ani- 
mation, Inc., Hollywood. Curiously, 
Mr. Clark’s most recent affiliation was 
with a London firm which produced 
animated films for showings to back 
country Africans on moving sound 
trucks. He says the natives were fas- 
cinated. 

Charles H. Wasserman, president 
of the Screen Directors International 
Guild, has been signed as a staff di- 
rector by MPO Television, Inc. . . 
Video Films, Detroit, business and tv 
film commercial producers, has elect- 
ed new board members and officers. 
Newly elected president is Clifford 
Hanna, who formed the company in 
1947. 


PERSONNEL ... 

National Telefilm Associates con- 
tinues its bewildering diversification 
moves. The company has set up a 
new division, NTA Storevision, Inc., 
which will equip away-from-home lo- 
cations with television sets in an at- 
tempt to reach daytime viewers. The 
subsidiary’s initial project is the in- 
stallation of receivers in 400 major 
supermarkets in the New York metro- 
politan area which will be locked to 
NTA’s owned and operated station, 
wnta-TV, from 9 a.m. to 6 p.m. Mon- 
day through Saturday. The program- 
ming, titled Day Watch, will be live 
and will combine service features with 
news and weather reports. 

Day Watch and Storevision were 
conceived by Ted Cott, NTA’s vice 
president in charge of owned-and- 
operated stations, who will serve as 
general manager of NTA Storevision 
in addition to his other duties. As 
part of the expansion, Henry Gross- 
man, formerly director of facilities 


NTA as vice president in charge of 
technical operations of owned-and- 
operated broadcasting properties and 
NTA Storevision. Day Watch will be 
inaugurated in the New York area 
beginning October 19th. Storevision 
is out licensing stations in other cities 
for the presentation of Day Watch, 
and plans to equip the major markets 
with the program service. 

Ziv has completed a major expan- 
sion move in the international area. 
Ziv International, under Ed Stern, has 
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opened offices in Toronto, Canada, 
under Mike Burnes and will also open 
quarters in Montreal early next year. 
At the same time, Bud Chase has 
been added to the Ziv Latin Ameri- 
can sales force. He will headquarter 
in San Juan, P.R., when the compa- 
ny’s new office is opened there in 
November. . . . Bernard L. Schubert, 
Inc. has also opened a Toronto office. 
Jim Crawford, formerly with a sta- 
tion rep in that city, has been named 
to head the operation. 


“SAN Haat 


operations for CBS-TV, has joined 


WISE INVESTMENT ... 


happy songs that customers sing . . . 
musical commercials that guarantee 


top results—created for you by— 


59 EAST 54 STREET 
NEW YORK 22, N.Y 
MURRAY HILL 86-3950 


jblohi musical enterprises, inc. 


MR. GROSSMAN 
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‘TV FILM TRAFFIC SERVICES 


Advertising Directory of TV SERVICES ei 


FILM EQUIPMENT 


OPTICAL EFFECTS 
AND ANIMATION 








BEKINS FILM SERVICES 


Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Treatment— 
Editing—Commercial Insertions—Storage 
1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 


M 
of 
CAMERA EQUIPMENT CO. K & W FILM SERVICE CORP. bc 
315 West 43rd Street, New York 36, N. Y. 1657 Broadway, New York 19, N. Y. 
JUdson 6-1420 Circle 5-8080-1-2 
RENTALS — SALES — SERVICE President Norman Witlen T 


Motion picture and television equipment 

. lighting equipment . . . generators 

. .« film editing equipment . . . processing 
equipment. 














BONDED T. V. FILM SERVICE 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 
Chicago: 130! S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd., OL 4-7575 
The nation's largest total film service 


for post-production needs 
SPEED @ SAFETY @ SATISFACTION 





S. 0. S. CINEMA SUPPLY CORP. 
New York City: 602 West 52nd Street, PL 7-0440 
Hollywood, Calf.: 6331 Hollywood Blvd. HO 7-2124 
SALES @ RENTALS @ SERVICE 


The world's largest source for film pro- 

duction equipment: Producing, Lighting, 

Processing, Recording, Projection, etc. 
Send for our huge 33rd Year Catalog 


Vice President Ralph Koch 
OPTICALS ... TITLES ... SPECIAL 
EFFECTS ... SLIDE FILMS ... ANIMATION 
ANIMATION PHOTOGRAPHY 














VIDEART INC. 
343 Lexington Ave., New York, N. Y. 
LExington 2-7378-9 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 

















MODERN TELESERVICE, INC. 
New York Chicago Los Angeles 
OX 7-2753 DE 7-376! WE 3-5674 
_Modern facilities 
Trained personnel 
_Individual attention 
. in servicing tv after-production needs. 


LIGHTING 














SPONSORS FILM SERVICE, INC. 
421 West 54th Street, New York 19, N. Y. 
Columbus 5-0373 

Traffic Service, Print Procurement, Lab 
Expediting On TV Spots And Shows. TV 
Spot Integration And Insertion. Inspection 
And Storage. Refrigerated Storage For 
Color Negatives. 


CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 
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TELEPHONE MESSAGE SERVICE 


222 E. 56th St., New York, N. Y. 
PLaza 9-3400 
Let us be your New York office. 
24 hours, 7 days a week, service 
specializing in tv and radio industry 











TALENT AGENCIES 
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| ANIMALS AND 
ANIMAL DRAWN VEHICLES 





FOSTER-FERGUSON 
(Jean & Babs) 
141 Easi 44th Street, New York 17, N. Y. 
YUkon 6-4330 
A complete service, specializing in creative 
talent for tv. May we screen, from our vast 
resources of actors, models, etc., the types 
to fit your specific need. 














Complete film and videotape lab service 
Videotape to film transfers 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 4-747! 











CHATEAU THEATRICAL ANIMALS 
603 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT — 
FROM AGOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 





INSURANCE 


COLLECTION AGENCIES 











HAULING & WAREHOUSING 





JEROME J. COHEN, INC. 
(Jerry & Ron) 


225 West 34th St., New York I, N. Y. 
CH 4-3127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 








STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 
Collections 
For the Industry 
All over the world 
Serving radio, tv and film accounts 
No Collections — No Commissions !! 








s 


TROPHIES & AWARDS — 





WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 

for 
Television, 


Radio 
& Legitimate Theaters 











PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
President William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 








CUSTOM TROPHY MFG. CO. 
5017 W. Exposition Blvd. 
Los Angeles 16, Calif. 

Sales Incentive Awards 
Trophies, Plaques, Etched Plates, 
Engravings, Medals and Service Pins 
Buy Direct from the Manufacturer. 
Write for Free Catalog. 
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Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 











... A FILM EDITING 
SERVICE FOR PRODUCERS 
AND ADVERTISING AGENCIES 


45 WEST 45th ST., N. Y. 
Circle 6-4030 


musifex co 
45 w. 45 st. n.y.c. 


musical commercials 


sound effects 























Pulse Top 10 Comedy Shows for July 


Rank Program 
1—This Is Alice 
2—People’s Choice 
3—NMr. Adams and Eve 
4—Glencannon 
5—Three Stooges 
6—Honeymooners 
7—Burns and Allen 
8—How To Marry a 

Millionaire 
9—Amos and Andy 
10—Life of Riley 


NTA 
ABC 
CBS 
NTA 
Screen Gems 
CBS 


Screen Gems 


NTA 
CBS 
CNP 


Leonard F. Beckers has joined the 
Ampex Corp. as assistant to the di- 
rector of finance. In his new post 
Mr. Beckers will share responsibility 
for financial planning and corporate 
financial operations at the company s 
Redwood City headquarters. He was 
formerly controller of Crown Zeller- 
bach Corp. . Trand Associates, 
Inc., packaging firm, has added three 
more sales executives. They are Dun- 
bar A. Eberts, Lou Rossillo and Mort 
Catok. . . . Ronald Krueger has joined 
Banner Films as an account execu- 
tive working out of the company’s 
Chicago office. 


Commercials 


ELEKTRA FILM 
PRODUCTIONS, INC. 

Completed: S. C. Jounson Co. (show open- 
ing), B&B: California Oil Co. (Chevron 
gasoline), BBDO; Buick Motor Div. GM 
(show opening), McCann; E. I. du Pont 
de Nemours & Co., Inc. (carpets, fibers), 
BBDO;: Ford Motor Co. (cars), JWT; Lever 
Bros. Co. (Lifebuoy), SSC&B; American 
Telephone & Telegraph Co. (show opening), 
Ayer: Rexall Drug Co. (show opening), 
BBDO; Sperry & Hutchinson Co. (S&H 
green stamps), SSC&B; Thomas J. Lipton 
Co. (tea), Y&R; Socony-Mobil Oil Co. 
(Mobil Heat), Compton; F. & M. Schaefer 
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Motion Picture Film Services 


Complete Editorial, Production and 
Technical Services Designed Specif- 
ically To Meet The Needs Of Motion 
Picture, Television And Video Tape 


Producers. 

45 WEST 45th ST., N. Y. C. 
ClIrele 6-2146 
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National Viewers Per 100 Homes 
Average 
Distributor Rating Men Women Teens Children 


Tuned In 


78 82 16 49 
67 74 17 56 
75 83 12 15 
73 79 16 41 
65 75 17 

69 71 18 

73 34 15 43 


7.0 82 17 39 
416 
6.0 76 é 49 


Brewing Co. (beer), BBDO; Radio Corpo 
ration of America (show opening), K&E; 
Standard Oil Co. of N. J. (institutional), 
McCann; Bristol Myers Co. (Vitalis), 
DCS&S; Colgate-Palmolive Co. (Spree 
soap), McCann; Buick Motor Div. GM 
(cars), McCann; American 
(show opening), BBDO. 
In production: Campbell Soup Co. (soup), 
BBDO; Boyle-Midway Co. (Wizard), JWT: 
General Electric Co. (show opening), 
BBDO; Clairol, Inc. (industrial), direct; 
Jantzen, Inc. (sales feature), Hockaday; 
Capezio, Inc. (slidefilm), Hockaday; Im- 
perial Oil Ltd. (gasoline), Maclaren: 
American Motors Corp. (Rambler), GMM 
(Continued on page 50) 


Tobacco Co 


>) THE LEAP 


ONCE THERE WAS A 

PERSONABLE YOUNG 

BIRD. HE WAS 

DANDRUFF -FREE, 

BRIGHT OF SMILE 

AND HIS DIGESTION 

WAS GOOD. IT WAS 

FELT HE WAS READY 

FOR HIS OWN 8-SEC. I.D, 
BUT THO HE TRIED & 
TRIED, HE JUST 
COULDN'T DO A 
CUTE BIT, CITE 
FOUR PRODUCT 
ADVANTAGES, 
AND BUTTON WITH 
THE PRODUCT JINGLE 
IN SIX SECS. 
MORAL: ASK YOUR 
TV SPOT PRODUCER TO 
TALK TO LAGGARD BIRDS, 
AND GIVE HIM 20 SL°S. 
TO TALK ABOUT. 


TV CARTOON PRODUCTIONS, SAN FRANCISCO 
YW 6-6075 
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THE MISER WITH THE MIDAS TOUCH.. 


emy Award for best short subject. A modern & 
version of the age-old tale of the Three Wise Me 


There never was a miser like Scrooge ... or a 
year- after-year money maker like U.A.A.’s 
“A CHRISTMAS CAROL”! Once again Alastair 
Sim’s classic portrayal of Scrooge in Dickens’ im- 
mortal “A CHRISTMAS CAROL” will be the 
overwhelming favorite of the holiday season... 
Once again station after station will be program- 
ming U.A.A.’s traditional favorites: 


“A CHRISTMAS CAROL”, Charles Dickens’ 


beloved Christmas classic, called by many the 
holiday picture of all time! 


“STAR IN THE NIGHT’; honored with the Acad- 


“SILENT NIGHT”, produced by Douglas Ff 
banks, Jr., delighting audiences for five years. 
true classic telling how the beautiful song was bo 


“THE EMPEROR’S NIGHTINGALE”, a pup) 
picture without peer, narrated by child-cha 
Boris Karloff. 


Join the other stations, already picking up adq 
tional sponsors! Don’t delay—now is the time 
order these traditional Yuletide favorites bef 
the prints are in short supply. 


Write, wire or phone: U a Ae 


UNITED ARTISTS ASSOCIATE 


NEW YORK, 247 Park Ave., MUrray Hill 7-7800| CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030| DALLAS, 1511 Bryan St.,Riverside 7-8553] LOS ANGELES, 400 S. Beverly Dr., CRestviewe= 
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STRICTLY PERSONAL. What to do 
about the so-called “personal prod- 
ucts” advertising on tv, which oc- 
casionally causes some embarrasing 
moments in the family living room 
when flashed on the screen, even 
though they are perfectly legitimate, 
essential products in the home, has 
long given networks, stations, spon- 
sors and agencies some king-sized 
headaches which haven't always 
yielded to their remedies. 

The NAB’s TV Code Review Board, 
in an effort to provide some sort of 
baseline guidance to advertisers and 
stations on what is and isn’t good 
taste in tv advertising, has just pub- 
lished a report of its special subcom- 
mittee set up to study the problem. 
The subcommittee was headed by E. 
K. Hartenbower, KCMO-TV Kansas 
City, other members being Donald H. 
McGannon, Westinghouse Broadcast- 
ing Co. and chairman of the code re- 
view board and Gaines Kelley, wrmMy- 
Tv Greensboro, N. C. 

In commenting on the report, Mc- 
Gannon said it shows that although the 
majority of tv commercials are in 
“excellent taste and acceptable,” there 
is room for improvement in some 
areas of commercial presentation. The 
report, issued after five months of 
study, makes clear that the objective 
is to improve the commercial presen- 
tations of these products, not eliminate 
them. 

By improving them, of course, 
broadcasters will be in a better posi- 
tion to induce more advertisers of per- 
sonal products to buy tv time. Some 
are admittedly on the fence, torn be- 
tween tv’s demonstrable sales power 
and the understandable wish not to 
offend any viewers. 


PRODUCTS LISTED. The following 
“sensitive” product categories were 
studied and are covered by the report: 
laxatives, deodorants, depilatories, 
toilet tissue, corn and callous remov- 
ers, cold and headache remedies and 
foundation garments. Some, the re- 
port notes, are “personal products” 
and others are “intimately personal 
products.” 


Washington Memo 


The distinction should not be too 
hard to make, the subcommittee notes, 
stating: “The average American adult 
or child is accustomed to seeing toilet 
tissue, deodorants and laxatives on 
open display. No attempt is made to 
hide or disguise these products, while 
sanitary napkins and other feminine 
hygiene products are customarily 
wrapped in plain paper. Rectal sup- 
positories or applicators are generally 
concealed from public display.” 

The report notes that the problem 
isn’t nearly as acute in the print 
media, where advertising of intimately 
personal products usually is set dis- 
creetly in agate type surrounded by 
other copy or art on the inside pages. 
In tv, however, everything is the “full 
page” or “front page” with nothing 
competing for eye attraction. 

The subcommittee is dealing with 
an extremely complex question in at- 
tempting to arrive at a strict definition 
of good taste. As the group itself 
notes, age, sophistication, education, 
geography, individual preferences and 
many other factors influence the pub- 
lic’s reaction to any commercial. 


GUIDES PRESENTED. Product by 
product, the report listed some valu- 
able do’s and don'ts for the edifica- 
tion of broadcasters and advertisers. 
For example, in the case of laxatives, 
it was suggested to avoid techniques 
which dramatize the discomfort of the 
person requiring a laxative or which 
emphasizes the speed or efficiency of 
the laxative or which duplicate the 
mechanics of elimination by charts or 
props. 

Instead, it was recommended that 
advertisers seek techniques which 
demonstrate the pleasant after effects 
of the product, and dramatic settings 
connected with places other than the 
family bathroom. In other words, the 
subcommittee would like to emphasize 
the power of positive thinking. 

For all of the products listed, the 
problems of taste centered on tech- 
niques which “might tend to disgust 
or repel the viewer.” An exception was 
noted, however, for commercials for 
foundation garments, bras and girdles. 





















Here, the subcommittee stated, was a 


more sensitive problem which, because 
of its real or implied association with 
sex, might cause offense to propriety 
or decency. 


ACTION REQUIRED. The 


cited a growing concern about some 


report 


of the rare questionable-taste advertis- 
ing on tv and said that questions or 
criticisms about individual personal 
product commercials reach the code 
board staff from subscribers regularly. 

It quoted a “prominent station op- 
erator” as deploring the “progressive 
deterioration of our commercial 
standards. . 
certain areas has 


. a deterioration that in 
reached almost 
scandalous proportions.” He added: 
“Even more dangerous, it seems to 
me, is the prospect of the loss of re- 
spect of our viewers for our medium.” 

The Code itself states that “the ad- 
vertising of intimately personal prod- 
ucts which are generally regarded as 
unsuitable conversational topics in 
mixed social groups is not accept- 
able.” 

This admittedly covers a multitude 
of sins and its application depends 
largely on the good judgment of the 
station operator no less than on the 
taste of the sponsor and agency. The 
subcommittee itself noted the need for 
flexibility in applications of its recom- 
mendations but made clear that some 
upgrading of commercials on personal 
products is obviously necessary. 
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&B; General Mills, Inc. (Kix), D-F-S; Na- 
tional Biscuit Co. (cookies), McCann; 
Nestle Co. (Quik), McCann; American 
Safety Razor Co. (Gem razors), K&E; B. F. 
Goodrich Co. (show opening), BBDO; 
Buick Motor Div. GM (cars), McCann; 


General Motors Corp. (show opening), Mac- 


Laren. 


ERA PRODUCTIONS, INC. 


Breast O” 


Corarleted: 








Chicken Co. 


Rank Program 
1—Highway Patrol Ziv 
2—Code Three Hal Roach 
2—Sea Hunt Ziv 
4—Flight CNP 
5—Mackenzie’s Raiders Ziv 
6—Colonel Flack CBS 
7—Whirlybirds CBS 


8—Casey Jones 
9—Bold Venture Ziv 
10—Rescue 8 


(Tunies), Heintz; Hoffman Electronics 
Corp. (tv sets), HCH&M; Hancock Gas Co. 
(gas), Heintz; Roy Rogers-Frontiers, Inc. 
(toys), HCH&M. 

In production: General Insurance of Amer- 
ica (insurance), Cole & Weber: Nalley 
Food Co. (salad dressing), Pacific National ; 
U. S. Forest Service (Smokey Bear), FC&B; 
Drewry’s Beer Co. (beer), McFarland, 
Aveyard. 


FILMACK CORP. 


Completed: Stewart's Coffee Co. (coffee), 
Roche, Rickerd & Cleary; Sugardale Pro- 
vision Corp. (meat), Lang, Fisher & Sta- 
shower; Holsum Bakeries (bread), W. E. 
Long; Combined Insurance Hawaiian Con- 
vention, direct; Building Confidential (con- 


National 
Average 
Distributor Rating 


Screen Gems 


Screen Gems 





Pulse Top 10 Adventure Shows For July 


Viewers Per 100 Homes 
Tuned In 
Men Women Teens Children 


12.5 83 87 16 25 
12.3 34 89 15 18 
12.3 83 89 15 21 
11.2 87 93 16 28 
10.4 79 o4 14 26 
10.3 78 87 16 33 
10.1 63 67 17 87 

9.5 58 62 15 79 

9.4 78 83 15 33 

9.2 78 83 16 34 


struction), Tobias, O'Neil & Gallay; Sawyer 
Biscuit Co. (crackers), Geo. Hartman; 
Stromberg’s, Willmarth, McCaffrey; United 
Credit Corp. (loans), H. S. Benjamin; Exee 
Products, Inc. (Paste Pen), Hoyt; A. §. 
Harrison Co. (Preen wax), Hoyt; Christ- 
mas Club Corp. (Thrifty Christy), BSF&D; 
Mother’s Food Products (gefilte fish), 
Dunay, Hirsch & Lewis. 
In production: Exec Products, Inc. (Paste 
Pen), Hoyt; A. S. Harrison, Co. (Preen 
wax), Hoyt; Mother’s Food Products (ge- 
filte fish), Dunay, Hirsch & Lewis; Schultz 
(house film), direct: Kellogg Co. (cereal), 
Burnett: Holsum Bakeries (bread), W. E. 
Long; Schwinn Co. (bicycles), Geo. Bond: 
Youngstown Steel (steel doors), Camel 
Sales Co.: Toni Co. (Tame), C. E. Frank. 
(Continued on page 52) 
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FORT LEE, N. J. 





Motion PictuRE TECHNIQUES 


alone provide the broad flexibility and scope, acquired during more than 50 years 
of engineering development and creative experience, needed by all productions 
Rov" race quality. 


ASTMAN 


subjects. They are available through the services of 


W.J. GERMAN, Inc. 


HOLLYWOOD, CALIF. 


CHICAGO, ILL. 


PROFESSIONAL 
MOTION PICTURE 


have the consistently excellent characteristics essential to faithfully reproduce all 


FILMS 
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NEW FACES. The development of 
new companies under the stimulation 
of older firms continues. In the last 
issue the growth of Microwave Asso- 
ciates was noted. Another small com- 
pany whose shares were recently of- 
fered to the public is Telemeter Mag- 
netics, a west-coast firm that was 
horn during one of the early experi- 
ments into subscription television. 

Paramount Pictures, it may be re- 
called, was among the first to experi- 
ment with pay tv through Interna- 
tional Telemeter Corp. 

When Paramount first ventured 
into the field it hired a group of top 
ranking physicists and inventors to 
work on improving the system. Nat- 
urally their work led them into vari- 
ous sidelines. One problem was to 
develop an improved storage system 
for the material to be transmitted 
over the wires. 


INFORMATION STORAGE. [n doing 
so they developed “memory devices” 
called ferrite-core memories or buffers 
which can store up information of 
various types in a magnetic field. As 
the buffers were perfected it became 
apparent that they had a wonderful 
function and market of their own 
quite apart from whether or not sub- 
scription tv was ever accepted, Ac- 
cordingly the Paramount organiza- 
tion broke the ferrite-core production 
seement of the business out of it and 
set it up as a separate business, Tele- 
meter Magnetics. International Tele- 
meter, which had started out as a par- 
tially owned subsidiary, was absorbed 
into Paramount Pictures. 

One thing that the new company 
definitely did not want to do was get 
into competition with IBM, Reming- 
ton Rand or Burroughs in production 
of electronic data processing equip- 
ment. However there was a distinct 
place for its ferrite cores. No two 
computers are exactly alike. There are 
wide or subtle differences between the 
IBM computers and those of Reming- 
ton Rand. Thus information that is 
taken from one cannot be readily fed 
to the other without some sort of 


Wall Street Report 


translation taking place and this is the 
area in which the buffers are impor- 
tant. The information given by one 
computer can be stored easily on the 
buffer and then fed into a different 
type computer without any distortion 
creeping into the computation because 
of a difference in the system used. 


EARNINGS RECORD. The potential 
the company had tapped is illustrated 
in its statement of income and earn- 
ings for the past three years. 

For the current year it’s estimated 
the company’s volume should be in 
excess of $3,500,000 and its earnings 
for the first quarter were running at 


twice the rate of the first quarter of 
1958. 


Earnings (after taxes) .......... 
Earnings per share .......... 


The importance of Telemeter Mag- 
netics’ position in the electronics in- 
dustry is in the fact that it offers a 
line of products not in competition 
with those offered by the large ma- 
chine manufacturers but is designed 
to augment or complement the com- 
puting equipment of those other com- 
panies. Thus it is spared the pressure 
of the competition while benefitting 
from the increase in sales of all these 
firms. 

TM employs about 300 workers of 
whom about one-fourth are graduate 
engineers. 

There are one million shares of 
common stock authorized of which 
701,144 shares are outstanding. Para- 
mount Pictures Corp. owns 639,144 
or 91.2% of the stock while all the di- 
rectors and officers own 44,650 shares 
or 6.4% and 25,000 shares have been 
set aside for stock options. Six weeks 
ago an underwriting group led by 


Lehman Bros., Hallgarten & Co. and 
Hemphill, Noyes & Co. offered 150,- 
000 shares for the company at $5.50 
per share. Within a few days the 
stock jumped to $17 per share and in 
























1956 1957 1958 
$302,478 $1,712,621 $2,928,175 
($123,640) $150,672 $300,693 
loss 
$74,140 $155,488 
0 1l cents 22 cents 


recent sellofis dropped back to $14 
per share. 


MCA PLANS. Another giant of the 
tv and entertainment industry, MCA, 
Inc., will open its activities to the pub- 
lic investor early in October when 
some $400,000 shares are offered by 
a syndicate headed by Lehman Bros. 
at approximately $18 to $20 per share. 
Since there are 3,595,735 shares out- 
standing of an authorized capitaliza- 
tion of 5 million shares the public will 
still be a minority interest in the MCA 
picture but it will be the first peek 
into the operations of this legendary 
organization. 

The MCA annual income is in the 
neighborhood of $30-31 million with 
tv-film activities accounting for about 
$25 million and agent commissions 
another $4 million. The company’s 
per share earnings have risen from 74 
cents per share in 1956 to $1.12 in 
1957 to $1.18 in 1958. Next issue this 
column will give the reader a more 
complete breakdown on the company’s 


operations. 
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GRAY & O’REILLY 


In production: American Oil Co. (Amoco 
gas), Joseph Katz; Seabrook Farms (froz- 
en foods), Smith-Greenland; General Cigar 
Co. (Robert Burns), Y&R; Block Drug Co. 
(Omega Oil), L. C. Gumbinner; General 
Electric Corp. (mixers), Y&R; Liberty Life 
Insurance Co. (insurance), Merrill Ander- 
son. 


KEITZ & HERNDON 


Completed: Rich-Plan Corp. (home freez- 
er), direct; Chance-Vought Co. (aircraft), 
direct; Fehr Baking Co. (Rainbo bread), 
Bel-Air Adv.; Boy Scouts of America 
(scouting), direct; Republic Nationa] Bank 
(services), Glenn; Dr. Pepper Co. (Dr. Pep- 
per), Grant; Standard Life Ins. Co. (insur- 
ance), direct. 

In production: Amphibious Boats, Inc. 
(boats), Humphrey, Williamson & Gibson; 
Household Finance Corp. (loans), NL&B; 
Lone Star Gas Co. (heating), EWR&R; 
Cain’s Coffee Co. (coffee), Lowe Runkle; 
Lone Star Brewery (beer), Glenn; Mish- 
awaka Rubber Co. (Red Ball shoes), Camp- 
bell-Mithun; Radan cold remedy, Sam 
Bloom; Tonka Toy Co. (toys), Kerker- 
Peterson, Hixon & Hayes; Lee Baking Co. 
(Colonial bread), Bel-Air Adv. 


JAMES LOVE PRODUCTIONS 


Completed: Aluminum Corp. of America 
(National Homes), F&S&R. 

In Production: Vick Chemical Corp. (La- 
voris), Morse; Bell Telephone Co. of Penn. 
(phone service), Gray & Rogers; Ford Mo- 
tor Co. (Mercury cars), K&E. 


MPO TV FILMS, INC. 


Completed: Bristol-Myers Co. (Ban), 
OB&M; Coca-Cola Co. (Cokes), McCann; 
Socony-Mobil Oil Co. (Mobilgas), Comp- 
ton; Anheuser-Busch, Inc. (Budweiser), 
D’Arcy; Carling Brewing Co. (beer), Lang, 
Fisher & Stashower; Knomark Mfg. Co. 
(Esquire), MW&S; R. J. Reynolds To- 
bacco Co. (Salem), Esty. 

In production: Derby Foods, Inc. (Peter 
Pan peanut butter), McCann; Buick Div. 
GM (cars), McCann; Colombian Coffee 


Growers Assoc. (coffee), DDB; Oldsmobile 
Div. GM (cars), D. P. Brother; Philip Mor- 
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ris, Inc. (Marlboro), Burnett; John H. 


Breck, Inc. (shampoo), Ayer. 


NATIONAL SCREEN SERVICE 


Completed: Baseball game, Fine Arts; 
Sterling Drug, Inc. (Fizrin), Compton; 
Lanolin Plus, Inc. (cosmetics), EWR&R; 
Blitzkreig, Breakthrough movies, Monroe 
Greenthal. 

In production: State of New Jersey (traffic 
safety), direct; ABC-TV (promotionals), di- 
rect; B-C Remedy Co. (headache remedy), 
C. Knox Massey; Leukemia Society (fund 
raising), direct; B-P gasoline, Collyer. 


PINTOFF PRODUCTIONS 


Completed: Ward Baking Co. (Tip-Top 
Lucky Cakes), Grey; Phillips Petroleum Co. 
(Flite Fuel gas), L&F; ABC-TV (promo- 
tionals), direct; E. Regensburg & Son (Ad- 
miration cigars), Rose-Martin. 

In production: Ward Baking Co. (Tip-Top 
bread), Grey; Kasser Distillers Products 
Corp. (Kings Wine), Wermen & Schorr; 
Schutter Candy Co. (Bit-O-Honey), Grey; 
Texaco Co. (gas), C&W; A. E. Stanley 
Mfg. Co. (Hip-O-Lite), EWR&R; Alumi- 
num Co. of America (Alcoa), F&S&R; 
Radio Corp. of America (tv), K&E; Amer- 
ican Cancer Society (promotional), direct; 
Isodine Pharmacal Corp. (Isodine), Reach, 
McClinton; Titles and promotionals, Fields 
Prod.-United Artists; Kinney Shoe Co. 
(Drive-In), F. B. Sawdon; U. S. Defense 
Dept. (National Guard), D-F-S; Texaco 
Co. (show opening), C&W. 


S. J. STIBER PRODUCTIONS 


Completed: Mitsubishi International (Kirin 
beer), FRC&H; U. S. Army (recruiting), 
D-F-S; U. S. Rubber Co. (tires), FRC&H; 
American Machine & Foundry Co. (AMF 
pinspotters), direct; Lawn Boy Div. Out- 
board Marine Co. (power mowers), direct. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: Sinclair Refining Co. (gas, oil), 
GMM&B; TvB (institutionals), Wexton; 
Transogram Co. (toys), Wexton; Golden 
Press, Inc. (Golden Book encyclopedia), 
Wexton; Drug Research Co. (Insta-Pep), 
KHCC&A. 

In production: Sinclair Refining Co. (gas, 
oil), GMM&B; TvB (institutionals), Wex- 
ton: Golden Press, Inc. (Golden Book en- 
cyclopedia), Wexton; Carter Products, Inc. 
(Colonaid), KHCC&A; Theon Co. (Lash- 
brite eye make-up), Joseph Reiss; Thayer 
Labs., Inc. (Spectran-B), KHCC&A; Quaker 
Oats, Canada (Aunt Jemima mix, Quaker 
oats), Spitzer & Mills. 


TRANSFILM, INC. 


Completed: Whitehall Labs., Inc. (Anacin), 
ates; Esquire, Inc. (Coronet), Grey; 
Chunky Chocolate Corp. (candy), Grey; 
Miles Labs., Inc. (Ariden), Wade; H. P. 
Hood & Sons (Southern Bell orange juice), 
K&E. 
In production: Olin Mathieson Chemical 
Corp. (Frostkraft paper products), D’Arcy; 
H. P. Hood & Sons (milk, orange juice), 
K&E; American Oil Co. (Amoco battery), 
Katz; Standard Brands, Inc. (Blue Bonnet 
margarine). Bates: Helena Rubenstein, Inc. 
(Heavenly Glow, Deep Clean), OB&M; In- 
ternational Latex Corp. (Playtex girdles), 
Bates; Food Mfrs., Inc. (Uncle Ben’s rice, 
M&M candy), Bates; Whitehall Labs., Inc. 
(Anacin), Bates; Grove Labs., Inc. (Bromo 
Quinine), Gardner; Carling Brewing Co. 
(Black Label beer), F. H. Hayhurst; Radio 
Corp. of America (tape cartridge), K&E; 
Nationwide Insurance Co. (insurance), Ben 


Sackheim; G. R. Kinney Shoe Co. (shoes), 
F. B. Sawdon; Carter Products, Inc. (De 
congestol), W&L; General Foods Corp. (In- 
stant Sanka), Y&R; Corn Products Refin- 
ing Co. (Mazola), L&N; Grocery Store 
Products, Inc. (three products), Bates; 
U. S. Steel Corp. (steel), BBDO; Miles 
Labs., Inc. (Ariden, One-A-Day, Alka Selt- 
zer), Wade; Page & Shaw, Inc. (chocolate), 
Horton, Church & Goff; Chunky Chocolate 
Corp. (candy), Grey; Phillips-Van Heusen 
Corp. (shirts), Grey. 


UPA PICTURES, INC. 


Completed: National Shoe Co. (shoes), 
MW&S; Mission Pak Co. (fruit packs), 
Stanley Pflaum; Richfield Oil Co. (Boron 
gas), Hixson & Jorgensen. 

In production: Carling Brewing Co. (Stag 
beer), E. H. Weiss; Int'l. Shoe Co. (Poll 
Parrot, Red Goose shoes), Krupnick; 
Authority Labs. (Gaze floorwax), Winius- 
Brandon; Quaker Oats Co. (Aunt Jemima 
corn meal), J. W. Shaw; Kaiser Steel Co, 
(cans), Y&R; Abbott Labs. (Sucaryl), 
Tatham-Laird; Helene Curtis Industries 
(Lentheric), Gordon Best; Kimberly-Clark 
Corp., FC&B; S. C. Johnson & Son (wax), 
NL&B; Gillette Co. (razors), Maxon; 
Carling Brewing Co. (Carling beer), Lang, 
Fisher & Stashower; Polaroid Corp. (cam- 
era), DDB; Kellogg Co. (cereal), Burnett; 
Borden Co. (milk), B&B; General Foods 
Corp. (Postum, Maxwell House, Sanka), 
B&B; Pittsburgh Plate‘ Glass (PPG), 
BBDO; Borden Co. (ice cream, egg nog), 


B&B. 
WONDERLAND PRODUCTIONS 


In production: L. A. County Fair Assoc 
(fair), Sheldon; Superior Macaroni Co. 
(macaroni), Glenn; Ernie Porter Chevrolet 
(car dealer), Neale. ‘ 


WONDSEL, CARLISLE 
& DUNPHY 


Completed: General Foods Corp. (Rally 
dog food), B&B; Nationwide Insurance Co. 
(insurance), Ben Sackheim; Burnham & 
Morrill Co. (B&M beans), J. C. Dowd; 
S. C. Johnson & Son, Inc., (Glade), B&B; 
SSS Co. (tonic), McCann; Emerson Drug 
Co. (Bromo Seltzer), W&L; H. C. Morres 
Co. (Pream), B&B; Bristol-Myers (Buffer- 
in), Y&R; Vick Chemical Co. (Vaporub, 
cold tablets), Morse; Nestle Co. (Quik), 
McCann; Warner Lambert Pharmacal Co. 
(Steri/Sol) , W&L. 

In production: Helbros Watch Co. 
(watches), Korchnoy: General Electric 
Corp. (steam iron), Y&R; General Foods 
Corp. (Post cereals) , B&B. 





Tv Publicity Design 
Radio and Television Publicity By 
Erberto Carboni 134 pp. $10 New 
York Graphic Society, Greenwich, 
Connecticut 

Covering the artist’s work for the 
mass communications industries in 
Italy, this book of Erberto Carboni 
designs is unusual and absorbing. 

The introduction is by Gio Ponti. 
Captions and introduction are in Eng: 
lish, French, German and _ Italian. 
Hundreds of illustrations show Car 
boni’s new work in advertising tech- 
niques. They should prove of unusual 
interest to the professional designer. 
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Television Age Network Program Chart—Nighttime 


MONDAY 


ABC ces 


WEDNESDAY 


css 


THURSDAY 
ABC 











John Daly Amer. Home 
N 


ews 


Texaco, 
Huntley- 
Brinkley 

sine 


John Daly 
News 





Texaco, 
Huntley- 


John Daly 
Brinkley News 





Heport 


Ronauty 
eport 


—_———————— om 





News 
Prestone alt 
Gen, Foods 


News 
Prestone 
alt Gen. Foods | 





Name That 
Tune 
Whitehall 


Richard 

Diamond 
Pharma-Co. 
& Block Drug 


Bronco 


Stars In 
Action 
sust 


Hobby Lobby 
Mogen David 
Wine 


The Lineup 





The Texan 
Brown & 
W’'mson 
Pharma- 
ceuticals 


Love & 
Marriage 
Noxzema 


alr 
Sugarfoot 





Father Knows 
Best 
Lever 
Scott 


Bourbon St. 


Tales of 
Wells Fargo 
Am. Tob. alt 

P&G 


Wyatt Earp 
P&G 
Gen. Mills 


Dennis 
O'Keefe 
Oldsmobile 


The Many 
Loves of 
Dobie Gillis 
Pillsbury 
Philip Morris 





‘Beat 
The Danny 
Thomas Show 
Gen_ Foods 


Peter Gunn 
Bristol-Myers 
alt 
R. J. Reynolds 


Tightrope 
Pharma- 
ceuticals 


= 


Laramie 


Fibber McGee 
& Molly 
Singer & 
Standard 
Brands 


The Arthur 
Murray Party 
(¢ lo 
P. Lorillard 
& Sterling 


—_+ 





The Ann 
Sothern Show 
Gen, Foods 


| Adventures in 


Alcoa/Good- 
year Theatre 
Alcoa 
Goodyear 





4 


Paradise 
Hennesey 
Lorillard & 
Gen. Foods 


Steve Allen 
Show 





June Allyson 
Show 


Man Witha Dupont 


Camera 








Nighttime Index 


Adventures in Paradise ABC M 9:30 
L&M, Armour, Rey nolds, Anahist, 
J&J, Polaroid 

The Alaskans ABC Sun 9:30 
Armour, L&M, Nat’] Carbon, du 
Pont, J&J 

Presents ABC Tu 10 
|Aleoa& Goodyear Theatre NBC M 9:30 
— Hitchcock Presents CBS Sun 


Ann Sothern Show CBS M 9:30 
strong Circle Theatre CBS W 10 





Arthur Murray Party NBC Tu 9 
Masterson NBC Th & 

Betty Hutton Show CBS Th 8 

Black Saddle ARC F 10:30 

snanza NBC Sat 7:30 

Pourbon St. Beat ABC M 8:30 
Lorillard, Libby - Owens - Ford, 

lips—Van Heusen, Reynolds, 


(color) 
Plymouth 





Philip 
Marlowe 
Brown & 
W’'mson 

Whitehall 


Alcoa Presents 
Alcoa 
Keep Talking 


Mutual of 
Omaha 








Int. Latex 
Bronco ABC Alt Tu 7:30 
Amer, Chicle, Nat. Carbon, Glid- 
den, Whitehall, Gen. Mills, Ritchie 
Cavalcade of Sports NBC F 1¢ 
Chet Huntley Reporting NBC Sun 
6:30 


The Chevy Show NBC Sun 9 


Cheyenne ABC M 7:30 
Nat. Carbon, P&G, Ralston, J&J, 


Amer. 


Chicle, 
Lambert 


Armour, 


Colt .45 ABC Sun 7 
The Danny Thomas Show CBS M 9 
Dennis the Menace CBS Sun 7:30 
Dennis O'Keefe CBS Tu 8 
The Deputy NBC Sat 9 
Desilu Playhouse CBS F 9 
Dick Clark Show ABC Sat 7:30 
Donna Reed ABC Th 8 
The Ed Sullivan Show CBS Sun 8 
Father Knows Best CBS M 8:30 


Red Skelton 
Pet Milk 
S. C. Johnson 





Warner- 


Ford Theatre 
| i 


Wednesday 
Night Fights 
Miles 
Brown & 
Williamson 





a 


Men into 
Space 
Amer. Tob alt. 


— 


The 
Millionaire 
Colgate- 
Palmolive 


I've Got A 
Secret 


R. J. Reynolds 
alt Bristol- 
Myers 


Armstrong 
Circle Theatre 
Armstrong 
U. S. Steel 
Hour 


U. 8. Steel 








Fibber McGee & Molly NBC Tu 8:30 


Five Fingers NBC Sat 9:30 
W-L, du Pont, Midas 
P&G, Sterling Drug, H. 
Corning, Bristol-Myers 

The Ford Show NBC Th 9:36 

Ford Theatre NBC Tu 9:30 

G. E. Theatre CBS Sun 9 

Gale Storm ABC Th 7:30 

Garry Moore CBS Tu 10 
Kellogg, PPG, Polaroid, 
Johnson 

George Gobel CBS alt Sun 10 

Gunsmoke CRS Sat 10 


muffler, 
Curtis, 


) 


8. C 


) 


Have Gun, Will Travel CBS Sat 9:30 


Hawaiian Eye ABC W 9 
Carter, Whitehall, Amer. 
Ritchie 

Hennesey CBS M 10 

High Road ABC Sat 8 

Hobby Lobby ABC W 7:30 

Hotel de Paree CBS F 8:30 


Chicle, 


=o 





John Daly 


ews Amer 


Gale Storm ToT 


Warner 
Lambert 


> 


| 
| 


Campbell Soup! Gener 
J. & J. | 

1 

The Price ts 
Right 
(color) 
Lever & 


Spiede 


Real McCoys | s c 
P&G P. 


Pat Boone 


Chevrolet 
18. ¢ 


Perry Como 
Show 


Kraft 


The 
Untouchables 
This ts Your 

Life 


P&G 


Take a Good 
Look 
st. 10/22 
Cons. Cigars 


Wichita Town 
P&G 





it Could Be You NBC Sat 10:30 
i've Got A Secret CBS W 9:30 
Jack Benny CBS alt Sun 10 
Jackpot Bowling NBC F 10:45 
John Daly & News ABC M-F 6:45 
Johnny Ringo CBS Th 8:30 
Johnny Staccato NBC Th 8:30 
Jubilee U.S.A. ABC Sat 10 
Williainson-Dickie, Massey-Fer 
guson, Nat. Carbon, Polk, Miller 
June Allyson Show CBS M 10:30 
Keep Talking ABC Tu 10:30 
Kraft Music Hall NBC W 9 
Laramie NBC Tu 7:30 
L&M, P&G, Bristol-Myers, Anseo, 
W-L, Sunshine Bis. 
Lassie CBS Sun 7 
Lawman ABC Sun 8:30 
Lawrence Welk’s Dodge 
Party ABC Sat 9 
Leave It To Beaver ABC Sat 8:30 
Miles, Ralston, Assoc. Prod, 


Dancing 


Betty 
Show 


. Home 


ell The 


Truth 
Toni alt 
Carter 


Hutton 


al Foods 


| Johnny Ringo 


Johnson 


Lorillard 


Zane Grey 
Theatre 


Johnson 


| General Foods 


Playhouse 90 















Notes: When participating programs and other programs have more than two 
sponsors, names of sponsors appear with alphabetical listing below chart. 

CBS: 10/8 & 10/22 The Revion Party 9:30-11; 

10/14 Du Pont Special 8:30-10; 

CBS Reports Biography of A Missile 10-11; 


NBC: 10/6 The Wonderful World of Entertainment 9:30-10:30; 






10/17 


10/9 Red Skelton 9-10; 
Phil Silvers Special 9-10; 10/27 
10/27 Special Tonight 8:30. 
10/8 


Bob Hope Show 8-9; 
Milton Berle Show 8-9; 
10/16 Victor Borge Show 10-11; 
Strawberry Blonde 10-11; 
AT&T Bell Telephone Hour 8:30-9:30; 
Winterset 9:30-11; 
Moon & Sixpence 8-9:30. 


10/9 AT&T Bell Telephone Hour 8:30-9:30; 
10/13 The Jazz Singer (Jerry Lewis) 9:30-10:30; 
10/18 Our American Heritage 8-9; 
10/20 The Turn of the Screw 9:30-10:30; 
10/25 Sunday Showcase 8-9; 
10/27 The Secret World of Kids 9:30-10:30; 







































Tu 8:30 


Whitehall, 





The Lineup CBS W 
Corning Glass, 








7:30 


Markham CTS fat 10:30 
Masquerade Party NBC Th 10:30 
Maverick ABC Sun 7:30 

Meet the Press NBC Sun 6 

Men into Space CBS W 8:30 
The Millionaire CBS W 9 

Mr. Lucky CBS Sat 9 

Name That Tune CBS M 7:30 
News CBS M-F 6:45; 7:15 
Parliament, 


Prestone, 


Vick Chem., Glid- 
den, Manhattan Shirt, Peter Paul 
Loretta Young Presents 
Love & Marriage NBC M 8 
M Squad NBC F 3:30 
Man & the Challenge NBC Sat 8:30 
Man From Black Hawk ABC F 8:30 
Man With a Camera ABC M 10:30 
Man Into Space CBS W 8:30 
The Many Loves of Dobie Gillis CBS 


NBC Sun 10 









































Gen. Foods, Equitable 
Ozzie & Harriet ABC W 8:30 
Pat Boone ABC Th 9 

People Are Funny NBC F 7:30 
Perry Come Show NBC W 9 
Perry Mason CBS Sat 7:30 
Person to Person CBS F 10:30 
Peter Gunn NBC M 9 

Philip Marlowe ABC Tu 9:30 
Playhouse 90 CBS Th 9:30 


Kimberly-Clark, American Gas 
Assn., All State Insurance, R. J. 
Reynolds 


The Price Is Right a W 8:30 
Rawhide CBS F 7 
Real McCoys ABC 4 8:30 
The Rebel ABC Sun 9 
Red Skelton CBS Tu 9:30 
Rifleman ABC Tu 9 
Miles, Ralston, P&G 
Riverboat NBC Sun 7 
Robert Taylor’s Detectives ABC F 10 








FRIDAY SATURDAY SUNDAY 
ABC CBs NBC ABC cBs NBC 
| Meet the 
| Small World Press 
| Olin Math- 
ieson | 
_ _ | > — ——-— ~— oe 
+ T | 
Twentieth | Chet Huntley 
| Century | Reporting 
Texaco, News | Texaco, | 
Huntley- John Daly Parliament Huntley- Prudential | sust 
Brinkley News alt weeks | Brinkley w> tee a | | 
Report - i Report —- T 
= mg Lassie =| 
Nestie Cam 1 
Derby Foods = 
News 
| | Riverboat 
™ —— + * ___ —— + _ _ —_———_——_— ————t (part color 
| Dennis the Corn Products 
People Are Dick Clark Menace | 
Tales of the Funny Show Kellogg 
Plainsman | Greyhound Beechnut alt wks 
— |} Bonanza Maverick 
| Walt Disne; ee : 7 Perry Mason colo = : as ee ! 3 
Presen a [Rawhide —— < T L&M, RCA Drackett = 
t: | | 
Trouble. | ,tileh Read- 
t 
Bat Masterson | shooters A . AL. " | 
Bealtest | Philip Morris | | The Ed Sunday 
| Sullivan Show Showcase 
| aaa i _| ——__——__|L | Golgate. _} (color 
Johnny Man From Leave Itto | Wanted Man & th —— aS 
| — an e man- spons 
Staccato Black Hawk Hotel de Paree Beaver | Dead or Alive! Challenge Lawman Kodak = 
Bristol Myers Miles | Liggett & Ralston Kimberly- | p. 3. Rermolds |'™-,2; Reynolds 
&R. J. R. J. Reynolds Myers Anahist Clark | & i Chaeteena Whitehall 
Reynolds Kellogg Specials | Brown & | 
‘ | 
4 | Yo |___WW"'mson __ —+—— . + — 
Bachelor } por | ee 
Father | % eatre 
Amer. Tohacco | The Deputy bar - a General 
& Whitehall | Mr. Lueck | Kellogg a Electric 
| _ Desitu Lawrence | pti 7 . The Chevy 
7 Sunset__|__ Playhouse _| Welk’s Dodge | : . i ee | he Show 
Strip | Westinghouse Dancing Party | } (color) 
ge Alfred Chevrolet 
The Ford M-Squad Have Gun, | Hitchcock 
Show | Am. Tob. & Will Travel | Presents 
Sterling Lever | Rristol-Myers 
| Whitehall | j 
5 4 +-Five Fingers The Ataskans a 
| | Gunsmoke | Jack Benny 
You Bet Robert | Twilight Zone | Hess 
’ | - - Liggett & The Loretta 
Your Life Taylor’s Kimberly- | Myers alt weeks | Young Show 
+b Detectives _ Clark | Cavaleade of | peste | George Gobel | Toni & 
Pharma- P&G Gen. Foods Sports Rand | Show | Philip Morris 
ceuticals Gillette Jubillee Sees 
. USA Saag 
Person to | . 
Black Saddle Person Markham It Could World of What's 
L&M Pharma- | Schlitz Be You Talent My Line 
Alberto-Culver ceuticals | Jackpot Pharma- P. Lorillard Sunheam 
| Bowling ceuticals | Kellogg 
3 — 4 Bayuk Cigars 4 - a —— ————— a —_——_____—4 
| Sunday News 
wenaal } 
| __Carter 








77 Sunset Strip ABC F 9 
American Chicle, Carter Prods., 
Whitehall, Ritchie, R. J. Reynolds 
Small World CBS Sun 6 
Specials NBC F 8:30 
Steve Alien Show NBC M 10 


Sugarfoot ABC alt Tu 7:30 L&M, Armour, Lewis Howe, 
Amercian Chicle, Whitehall, nation, Anahist 
Hidden, Carnation, Gen. Mills, Wagon Train NBC W 7:30 
Nat. Carbon, Ludens, P&G, R. J. Ford, National Biscuit, 
Reynolds Reynolds 
Sunday News Special CBS Sun 11 Walt Disney Presents ABC F 7:30 
Sunday Showcase NBC Sun & Mars, Hills Bros., Canada Dry, 
Take a Good Look ABC Th 10:30 Derby 


Tales of the Plainsman NBC Th 7:30 
Ansco, Sunshine Bis., Renault 
Tales of Wells Fargo NBC M &:20 
Texaco, Huntley-Brinkley Report NBC 

M-F 6:45 
The Texan CBS M 8 
This Is Your Life NBC W 10 
Tightrope CBS Tu 9 

























6:00 


7:18 


7:30 


10:00 


Troubleshooters NBC F 8 
Twentieth Century CLS Sun 6:30 
Twilight Zone CBS F 10 

21 Beacon St. NBC Th 9:30 
U_ S. Steel Hour CBS W 10 
The Untouchables ABC 


Th 


Sun 





10/11 
10/18 
10/23 
10/26 


10/30 The 


9:30 


Wanted—Dead or Alive CRS Sat 8:30 
Wednesday Night Fights ABC W 10 
What’s My Line CBS Sun 10:30 

Wichita Town NRC 
World of Talent ABC 
Wyatt Earp ABC Tu 8:30 
You Bet Your Life NBC Th 10 
Zane Grey Theatre CES Th 9 


W 10:30 


10:30 


Car- 





R. J. 





y ° Y 
Continental Classroom . . . Another 
“first” from the Network of Total Television. In Color! 
On September 28th, the award-winning educational television program, “Continental Classroom,” 
began its second year on the NBC Television Network with a new two-semester college credit 
course in Modern Chemistry. Produced in cooperation with the American Association of Colleges 
for Teacher Education and the American Chemical Society, it is televised in color; Monday 
through Friday, 6:30 to 7:00 A.M., local time. Dr. John F. Baxter, professor of chemistry at 
the University of Florida, is national teacher, with Nobel Prize-winning chemists and other 
famous scientists as guest lecturers. In addition to the Chemistry course, last year’s Atomic Age 
Physics course is being repeated 6:00 to 6:30 A.M. Continental Classroom is made possible 
through the cooperation of the following companies: Bell Telephone System, E. I. du Pont de 
Nemours & Co., The Ford Foundation, General Foods Fund, International Business Machines, 


Minnesota Mining and Manufacturing Company, The Pittsburgh Plate Glass Foundation, Radio 


Corporation of America, Standard Oil Company of California, Union Carbide Corporation 


and United States Steel. NBC Television Network 























October 1959 


Television Age Network Program Chart—Daytime 


Daytime Index 


Adventures of Robin Hood CRBS Sat 
5:30 
American Bandstand ABC M-F 4 
Minnesota Miniag, Armour, North- 
am Warren Corp., Old London 
Goods, Amer. Home Foods, Gen. 
Mills, Welch, Beechnut, Pepso- 
dent Block Drug, Carters, Fifth 
Ave. Candy, Clearsil, Mennen, 
Hollywood Candy, Toni, Gaylord, 
Drug Research 
The World Turns CBS M-F 1:30 
Procter & Gamble, Carnation, 
Sterling. Miles, Pillsbury, Gen- 
eral Mills, Menthol, Vick, Quaker 
Beat the Clock ABC M-F 3 
Gen. Food, Lever, Beechnut, 
Drackett, Toni, Johnson & John- 
son, Armour, Amer, "*~e Foods 


A 


MONDAY-FRIDAY 
ABC CBS 


SUNDAY 
ABC 











i Dough-Re-Mi 
On The Go 





Howdy Dood 
Heckle & j Conte * 


Jeckle 
Gen. Mills 








December 
Bride 


Treasure 
Hunt 


Mighty Mouse | 
Playhouse 
Sen. Foods 
Colgate- 
Palmolive 


Ruff & Reddy 


(color 





| 
| 


The Price is 
|} = Love Lucy Right 


1 Love Lucy 
Borden 
Gen, Foods 





Top Dollar Concentration 





The Lone 
Ranger 


Gen. Mills | Circus Boy 
| 


sust alt Miles 





Tie Tac 


Restless Gun Dough 


part 


Love of Life 


Lunch with 
Soupy Sales 
Gen. Foods 


True Story 
Sterling 
alt sust 


| 
= = 


Sky King 
Nabisco 





Search For 
Leve That Tomorrow it Could Be 
Bob P&G You 
part The Guiding 

Light 


1-105 
CBS News 
Musie Bingo 

Dart 











The Big Payoff CBS M, W. F 3 
The Brighter Day CBS M-F 4 
Camera Three CBS Sun 11:30 
CBS News CBS M-F 1 
College News ARt Sun 1 
Concentration NBC M-F 11:30 
Alberto-Culver, Lever, srillo, 
Frigidaire, Heinz, Miles, Nabisco, 
Nestle, Whitehall, Bauer & Black, 
Ponds, Brown & Williamson 
Day in Court ABC M-F 2 
Johnson & Johnson, Gen. Foods, 
Drackett, Beechnut, Lever 
December Bride CBS M-F 10:30 
Detective’s Diary NBC Sat 12:30 
Dough-Re-Mi NBC M-F 10 
Nabisco, Congoleum 
The Edge of Night CRS M-F 4:39 
P&G, Sterling Drug, Miles, Pet 





Detective's 
Diary 
Sterling 

alt sust 


The Saturday 
News with 


Robert Trout Mr. Wizard 


}__—____+— 
} 
| 
| 


EE 


Johns Hopkins 
File 7 








Milk, Pillsbury, Whitehall, Na 
bisco, Menthol 

Face the Nation CBS Sun : 

For Better or Worse CBS M-F 2 
Lever, Scott, Vick 

From These Roots NBC M-F 3:30 

Frontiers of Faith NBC Sun 5:30 

Fury NBC Sat 11 

Gale Storm ARC M-F 2:30 
Armour, Gen, Foods, Toni, Block 
Drug, Ex-Lax, Beechnut, Amer. 
Home Foods, Drackett, Johnson 
& Johnson 

The Guiding Light CBS M-F 12:45 

Heckle & Jeckle CBS Sat 10 

The House on High Street NBC M-F 4 
Alberto-Culver, Kleinert, Sterling, 
P&G, Whitehall, Ponds 

House Party CBS M-F 2:30 














Lamp Unto 
My Feet 


} Un in Action 
| sust 
| 


eel 


| Camera Three 
sust 


| CBS News 
~ 7 +H86-42-—_ 





Face the 
Nation 


College News 





Lever, Standard Brands, Chicken 
of the Sea, Swift, Kellogg, Toni, 
Carnation, Pillsbury 

Howdy Doody NBC Sat 10 

| Love Lucy CBS M-F 11 
Lever, Gerber, Scott, Kodak, Men- 
thol, U. S. Steel, Gen, Mills, Vick 

it Could Be You NBC M-F 12:30 
Whitehall, Ponds. P&G, Alberto- 
Culver, Armour, Nestle, White- 
hall, Corn Products, Brillo, Na- 
bisco, Miles, Standard Brands, 
Ben Gay, Congoleum 

Johns Hopkins File 7 ABC Sun 12:30 

Lamp Unto My Feet CBS Sun 10 

The Last Word CBS Sun 5:00 

The Lone Ranger ABC Sun 5:30 
Cracker Jacks. Gen. Mills, Fritos 

The Lone Ranger CBS Sat 11:30 


hicken 
Toni, 


, Men- 
. Vick 
0 

lberto- 
White- 
, Na- 
rands, 


12:30 
10 
0 


Fritos 
0 


MONDAY-FRIDAY 
ABC 


CBS 


As The 
World Turns 





Day in Court 
part 


For Better 
or Worse 


Queen for a 
Day 


Football 





Gale Storm 
part 


House Party 





The Big 
Payoff 
Colgate- 
Palmolive 
Menthol 
Quaker Oats 


The Thin Man 


Dr. Malone 
Supp- Hose 
Borden 


Professional 








Games 


| 
—_—+—Prafessional__| 
| Football 
Games 
| 


Open Hearing 





Who Do You 
Trust 
Dart 


The Verdict 
is Yours 


From These 
Roots 
(sust) 





American 
Bandstand 


part (to 5:30) 


The Brighter 
Da: 


r&G 
The Secret 
Storm 


The House on 
High Street 





The Edge of 
Night 


Split 
Personality 





Thoroughbred 
Race of the 


Week 
(sust) 





Rin Tin Tin 
M, Tu, F 
My Friend 
Flicka 
Th 











Look Up and Live CBS Sun 10:30 

Love of Life CBS M-F 12 
American Home Prods, Lever, 
Nabisco, Gen. Mills 

Love That Bob ABC M-F 12:30 

Lunch with Soupy Sales ABC Sat 12 

Mighty Mouse Playhouse CBS Sat 

10:30 

Mr, Wizard NBC Sat 1 

Music Bingo ABC M-F 1 

My Friend Flicka ABC Th 5:30 

NCAA NBC Sat 2 
Schick Safety Razor, Cluett & 
Peabody (Arrow Shirts), Esso 
Standard Oil of Indiana, Humble 
Oil, General Petroleum, Phillies 
Bayuk Cigars 

On the Go CBS M-F 10 

Open Hearing ABC Sun 3 


Adventures of 
Robin Hood 
Colgate- 
Palmolive 











Paul Winchell ABC Sun 5 

The Price ts Right NBC M-F 11 
Ponds, Lever, Sterling Druz, 
Whitehall, Sunshine, Standard 
Brands, Frigidaire, Heinz, Al- 
herto-Culver, Miles, Corn Prods. 
Gen. Mills, Armour, Nabisco, FEI 

Professional Football Games CBS Sat, 

Sun 2 

Queen for a Day NBC M-F 2 
Alberto-Culver, Miles, Nabisco, 
Gold Seal, Congoleum, Ponds 

Restless Gun ABC M-F 12 

Rin Tin Tin ABC M, Tu, F 5:30 

Ruff & Reddy NBC Sat 10:30 
Borden, Gen. Foods. 

Saturday News CBS Sat 12 

Search For Tomorrow Cl3S M-F 12:30 

The Secret Storm CBS M-F 4:15 


Paul Winchell 
Hartz 
Mountain 


Lone Ranger 











| World 

___ | Championship 
T Golf 

| ASR Products 
Bayuk 


GE 
1 a Frontiers of 


Faith 
sust 


General 
Electric Co 


American Home Prods, Gen. Mills, 
Scott 

Sky King CBS Sat 12 

Split Personality NBC M-F 4:30 
Sterling, Lever, Gen. Mills, Frigi 
daire, Heinz, Gold Seal, HEI, 
Ponds, Whitehall 

The Thin Man NBC M-F 2:30 

Thoroughbred Race of the Week CBS 

Sat 4:30 

Tic Tac Dough NBC M-F 12 
Ponds, P&G, Standard Brands, 
Heinz, Alberto- Culver. Gen. 
Mills, Sunshine, Brown & W'm- 
son, Ben-Gay, Gold Seal, Borden, 
Miles 

Top Dollar CRS M-F 11:30 
Colgate, Vick, Armstrong Cork 

Treasure Hunt NBC M-F 10:30 


P&G, Lever, Alberto-Culver, Frig- 
idaire, Ponds, Kleinert, Nabisco 
Supp-Hose, Heinz, Gen. Mills, 
Sterling, Whitehall, Gold Seal 

True Story NBC Sat 12 

U.N. In Action CBS Sun 11 

The Verdict Is Yours CiiS M-F 3:30 
American Home Prods, Lever 
Menthol, Gen, Mills, Toni, 8. ¢ 
Johnson, Sterling Drug, Scott, 
Hoover, 

Who Do You Trust ABC M-F 32:30 
Drackett, Armour, Johnson & 
Johnson, Amer Home Foods, 
Toni, Lever, Amana, Gen. Foods, 
Beechnut 

World Championship Golf NBC Sun 

4:30 
Young Dr, Malone NISC M-F 3 

















FOR LIFELIKE COLOR 











.-tAPE IT RCA! 


Color makes the picture real! You can shoot your 
programs and commercials in RCA living color and 
record them on lifelike RCA TV Tape! Because ad- 
vanced RCA TV Tape equipment is designed for 
color, the picture as reproduced has the freshness 
and sparkle of the real thing . .. The RCA advanced 
Television Tape Recorder offers many built-in im- 
provements for quality, such as electronic quadrature 


FOR COLOR AT ITS BEST 
MAKE IT...RCA ALL THE WAY 


adjustment, sync regeneration, four-channel playback 
equalization and built-in test equipment . . . With 
RCA color equipment—from precision color camera 
to advanced tv tape recorder to transmitter designed 
for color—exciting details of the original color sub 
ject come back to you—intact. Only RCA offers 
this complete line of color tv equipment. See yout 
RCA Representative. 


RADIO CORPORATION of AMERICA! 


BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 
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TELEVISION AGE 


Np still it continues. 

Buying activity holds strong in 
spite of concentrated efforts earlier, 
in spite of the fact that “sold out” 
situations exist in many markets and 
in spite of hopeful predictions on 
some fronts that advertisers will grow 
discouraged at fighting their way into 
the crowded field of television and 
put their money into other media. 

So far one of the noticeable facets 
of the season appears to be that no 
one is losing his or her temper during 
these hectic weeks. Timebuyers are 
working hard, sometimes frantically, 
in their search for good availabilities 
for their clients, but they’re working 
in an atmosphere of good humor. 

“Sure,” said a female buyer on a 
cosmetic product, “we knew the pic- 
ture would be tight this fall and that 
salesmen, trade papers and stations 
were advising us to buy early. But 
when the budget is set up for a six- 
week pre-Christmas drive, you can’t 
start running in September. Or sup- 
pose the manufacturer doesn’t have 
the merchandise in full distribution 
early in the season—it doesn’t do any 
good to advertise it. So, the only 
thing to do is keep looking for the 
right spots when and where you want 
them and figure that something will 
open up.” 

A buyer looking for top-market 
daytime minutes (without much suc- 
cess) chuckled over the situation. 
“Not too long ago,” he said, “you 
couldn’t get the reps out of the office 
with their charts and presentations. 


a review of. 


current activity 


in national 
spot tv 


Now they don’t even want to drop 
in to tell you what they don’t have 
to sell. You have to threaten to go 
to their competition before they'll 
agree to come in for a talk.” 

Both large and small agencies evi- 
dently are having their difficulties in 
obtaining suitable avails, with sev- 
eral buyers noting that close _per- 
sonal connections with representatives 
aren't much help. “If you're friendly 
with a man who hears about a can- 
cellation,” said one, “he may tell you 
about it first. But the trouble is that 
no one is hearing about any cancel- 
lations.” 

* = 

Among recent campaigns set for 
fall, the one on Chunky Chocolate, 
Bit-O-Honey and Kit Kat candy bars is 
of unusual interest in that two agen- 
cies are placing the schedules. The 
deal stems from the fact that Chunky 


Dancer-Fitzgerald-Sample timebuyer 
Herb Werman places schedules for 
Peter Paul’s Mounds and American 
Chicle’s Dentyne, among others. 


REPORT 


Chocolate Corp., which makes the 
bar bearing its own name and Bit-O- 
Honey—and which is handled by 
Grey Adv.—also distributes in this 
country the Kit Kat bar made by a 
J. Walter Thompson client in Eng- 
land. A number of the Kit Kat mar- 
kets overlap with Chunky’s, so the 
complete list of markets for both com- 
panies was split between the two 
agencies. 

“This way,” said JWT timebuyer 
Mike La Terre, “rather than two 
agencies each buying a five-plan, one 
agency can buy a 10-plan and get 
greater discounts.” The markets each 
agency handle were decided on the 
basis of agency-station relationships 
in each. “While it may seem that the 
two agencies are working for each 
other,” the buyer said, “we're ac- 
tually cooperating to obtain better 
buys for our clients.” 


AMERICAN BAKERIES CO. 
(Young & Rubicam, Inc., Chicago) 


The agency has devised a new spot 
technique for COOK BOOK CAKE 
TREATS, individually packaged cakes. 
The weekday spots in children’s shows are 
filmed minutes featuring a character called 
Mickey, “who has an unquenchable 
passion for the cakes.” The campaign 
kicked off last month in 30 selected top 
markets in the bakery’s territory, and will 
continue at least through the end 

of the year. Frequencies vary according 
to market. Media buyer Dick Stevens 

is the contact. 


ARMOUR & CO. 

(N. W. Ayer & Son, Inc., Phila.) 
The meat packers “HAM WHAT AM,” 
a boneless ham introduced last 
Christmas in Omaha, will be pushed in 
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a pre-Christmas drive in some 20-25 
markets. The two-week schedules will 
start in mid-December, with schedules of 
day, evening and late-night minutes 
rangitg from 12 spots per week to as 
many as 90, depending on the market. 
Areas where the product is entirely new 
will get the saturation treatment. 

similar promotion on canned ham is 
slated, but not of the same weight. 

Don Heller is the timebuyer. (Account 
executive T. W. Prescott in the 

agency's Chicago office is also a contact.) 


B. T. BABBITT CO. 

(Brown & Butcher, Inc., N. Y.) 

New activity was noted for this firm’s 
vitamin-candy line, VITA-YUMS, with top 
markets getting placements of filmed 
minutes in kid shows. The schedules 
started late last month and will continue 
for 10-13 weeks. Kathy Farrell is the 
timebuyer. 


BOURJOIS, INC. 

(Lawrence C. Gumbinner Adv. 
Agency, Inc., N. Y.) 

Coming in again with a pre-Christmas 
drive, EVENING IN PARIS gift boxes 
will run a three-week schedule similar to 
last year’s in about the top 110 markets. 
Filmed minutes in light frequencies 

will kick off Nov. 30. Anita Wasserman 
is the timebuyer. 


CELANESE CORP. OF 
AMERICA 
(Ellington & Co., Inc., N. Y.) 


This maker of synthetic fibers and fabrics 
was planning a spot entry at press time 


Bill Trieste, Lennen & Newell time- 
buyer, works on Clearasil cosmetic 
schedules for Easco, Inc. 





with some one-week campaigns in an 
undetermined number of markets. 

Plans were not yet finalized, but it’s 
possible the program would be similar to 
that used by a major competitor— 
which places live, film and tape minutes 
in daytime women’s programs. 

Dan Kane is the timebuyer. 


CHAP STICK CO. 

(Lawrence C. Gumbinner Adv. 
Agency, Inc., N. Y.) 

The initial entry of this firm into tv for 
its CHAP STICK and CHAP-ANS 
products takes place late this month in a 
three-market test. Light placements of 
filmed minutes will run for 20 weeks. 
Anita Wasserman is the timebuyer. 





$.0.S. Tel-Amatic at Eastern Effects, Inc., 
cleans all your film including color, black 
and white, original negatives, fine grains 
and high contrasts, etc. in both 35 and 
16mm, insuring the cleanest of optical 
negatives. 

Maurice Levy lat right} and 

Sam Levy {at left) examining 

the $.0.S. TEL-Amatic Film 


Cleaning Machine, recently 
installed at Eastern Effects. 


WILL BE EXHIBITED AT 


SMPTE CONVENTION 
$.0.S. BOOTH +23 


STATLER HILTON HOTEL, N. Y. C. 
OCT. 5th TO 9th 


EASTERN EFFECTS Inc. 


Aerial Image Opticals 
333 WEST 52nd ST., NEW YORK 19, WN. Y. 
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at ( Gastern Effects, /ne. 
We Specialize in Hidden Services 

















CHUNKY CHOCOLATE 
CORP. 

(Grey Adv. Agency, Inc.; J. Walter 
Thompson Co., N. Y.) 

The fall campaigns on CHUNKY, 
BIT-O-HONEY and KIT KAT candy bars 
got under way throughout last month in 
about 40 markets. The buying set-up is 
unique in that Grey’s client, Chunky, 
handles Kit Kat candy in this country 
although it is made in England by a 
JWT client, Rountree, Ltd. To obtain 
better frequency discounts, JWT buyer 
Mike La Terre places schedules for all 
three products in 11 markets; Grey buyer 
Mary Lou Benjamin places for the three 
bars in four markets and for Chunky and 
Bit-O-Honey in 20-25 others. A separate 
push is on for Bit-O-Honey this year, 
which is using filmed spots for the first 
time. Day and night minutes and 

kid show participations are set for the 
fall-winter, with the Kit Kat bar 
aiming for a young-adult and older 
audience than the other, kid-slanted, bars, 


DAY & MARTIN CO. 

(Monroe Greenthal Co., Inc., N. Y.) 
This English firm has perfected “the 
only wax shoe polish in a tube,” and 
its introduction in ‘this country is slated 
next week for Baltimore (wsz-Tv), the 
following week for Cincinnati (wcpo-ty) 
and possibly Hartford or another 

New England market shortly afterwards, 
Live minutes will feature demonstrations 
by local personalities in women’s daytime 
shows and evening programs. The 
product, available in four colors at 

29 cents, will be on the air five and 

six days a week in flights of two-weeks-on, 
two-weeks-off over a scheduled six-month 
period. A “shine contest” will be 
featured in the promotion. Ty-radio 
director Harvey Schulman is the 

buying contact. 


DCA FOOD INDUSTRIES, 
INC., MINUTE MAID CORP. 
(Ted Bates & Co., Inc., N. Y.) 
DCA, which used some spot this past 
spring for its ICE-CYCLE confection 
through another agency, has moved io 
Bates and is bringing out an ORANGE 
BAR under the Minute Maid name as 
well as its own. The frozen-ice edible is 
encased in a plastic sheath. Filmed 
minutes and 20’s in strong frequencies 
start late this month in Los Angeles for 
the introductory test campaign. The 
placements in kids shows will continue 
for 13 weeks. Good results could mean 
the addition of southern markets this 
winter and a strong push everywhere 
next summer. Stu Hinkle is the 
timebuyer. 


DUPONT-REMINGTON 

ARMS CO. 

(BBDO, N. Y.) 

This firm has schedules set to kick off 
next week and in following weeks for 
its REMINGTON CHAIN SAWS. 
Fringe minutes will go for six weeks in 
about 40 selected markets. Bob Syers 
is the timebuyer. 


FORD DEALERS ADV. 
ASSOCIATION 

(J. Walter Thompson Co., Inc., 
N. Y.) 

Many of the FORD dealers in the 
company’s 35 districts reportedly are _ 
having the agency set 30-second spots m 


























































































and around programs of the upcoming Another thriller-diller from WJRT— 


series of-Ford specials. Allan Sachs heads 
the group of timebuyers which handles 
alter the various districts. 


bel GENERAL MOTORS CORP., 
FRIGIDAIRE DIV. 











“Did I goof, Chief ?” 





in 
p is (Dancer-Fitzgerald-Sample, Inc., 
’ N. Y.) . 
y Oct. 15 reportedly is the starting date for “Afraid So, Ponsonby. Next 
a campaign on FRIGIDAIRE appliances : 
. in the top 50 markets. Filmed minutes tume someone wants the most 
Me in late-evening and nighttime slots will . : 
be run for six to 10 weeks. Frequencies efficient way to reach Lansi ng, 
bes will be light. Media supervisor - F : 
— Glenn Wilmoth is the buying contact. Flint, Bay City and Saginaw, 
, 4 ”? 
- GILLETTE LABORATORIES send 'em via WJRT. 
first (North Adv., Inc., Chicago) 
In line with the plans of the other cold 
, remedies, this agency got its schedules 
under way late last month for THOREXIN 
cough syrup. About 35 markets selected 
- bars, from the top 50 get 22 weeks of | 
nighttime (and some daytime) filmed 
minutes and 20’s. Media supervisor 
John Harper and timebuyer Elaine Pappas 
-¥) are the contacts. | 
e 
oe GOLDEN PRESS, INC. | 
} ated ‘ » | 
the (Wexton Co., Inc., N. Y.) 
PO-TV) A test campaign is currently on in 
Boston and Philadelphia for this firm’s 
wards, GOLDEN RECORD library, a collection 
ations of 12 long-play albums of classical music, 
‘time folk songs, etc. The pitch is toward 
parents who want to increase the 
t musical knowledge of their kids. Records 
| are sold on a one-per-week basis through 
eks-on, supermarket chains, similar to the plan 
nonth used successfully for the company’s 
Golden Book Encyclopedia. Vice president 
) and account executive John Eckstein is ag 


the contact. 


G. N. COUGHLAN CO. 
(Riedl & Freede, Inc., N. Y.) 












P. This manufacturer of a flue-cleaning | Whooosh! On the wings of a Grade “A” or better signal, 
product known as CHIMNEY SWEEP . . 
oi (which uses limited spot schedules each WJRT messages are beamed to four big metropolitan areas: 
winter) has a new item—MR. SLICK, a ° . . - > 
.. Heeid lubricant fer sticking ‘windows, Flint, Lansing, Saginaw and Bay City. It’s the most efficient 
drawers, etc. A test campaign of ID’s . 2. of . ae 2. 
ANGE ie cumtnn ond ehaeiar ae eae the way there is to reach this rich mid-Michigan market and its 
sry end of last month in Philadelphia and Whi j ; 
ible is ioe Yoh ioe sheet dew ae nearly half a million TV households. Here, in a single- 
uencies Media director Tom Flanagan, station buy, is the heart of Michigan’s other big market. And 
os fal assisted by Lorraine Schultz, is the ; F 3 
* contact. here is your chance to buy it all in one swoop. But hurry; 
jue ~ . . 
al GULF OIL Co. | we’re selling the spots off it. 
his (Young & Rubicam, Inc., N. Y.) | 
re As noted here Aug. 10, this year’s GULF | 
campaign will be similar to those in the 
past. Schedules of minutes and 20’s 
in mostly nighttime slots begin about 
issue date for 13-week runs in 100 
markets in the company’s distribution 
areas, Frank Grady, assisted by 
7 John Warner, is the timebuyer. | 
f : | 
- GULTON INDUSTRIES 
ks in (Doner & Peck, Inc., N. Y.) CHANNEL 
yers A new product at the agency—LIFE-LITE 
flashlights—will be promoted through spot 
i Nov. 16 in a number of top poms 
markets. Filmed minutes, primarily in . . 
nighttime slots, will run for eight weeks. ABC Primary Affiliate 
Frequency will be about 15 spots per 
UC.» week. The flashlight, which is re- 
chargeable and comes in two models at 
he $5.95 and $9.95 each, is being promoted Represented by HARRINGTON, RIGHTER & PARSONS, INC. 
are both as a Christmas gift and a ‘ . 
spots in buy-it-anytime item. Carol Hardy, New York ¢ Chicago « Detroit « Boston « San Francisco « Ailanta 
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Tony Faillace e 
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roductions 





Len Mackenzie 


Bob Haggart @ Bob Nash 


CREATION & 
PRODUCTION 
OF 
MUSICAL 
COMMERCIALS 


Arnold Bread 

Bavarian Beer 

Blue Bonnet Margarine 
Charmin Tissue 

Chase Manhattan Bank 
“Chiquita Banana” 
Conoco Gasoline 

Doctor Caldwell’s 
Eskimo Pie 

Fairmont Milk 

Ford Cars “Galaxie” 
Ford Trucks 

Formfit Bras 

Iroquois Beer 

Ivory Soap 

Johnson’s Wax 

Kitty Clover Potato Chips 
Maxwell House Coffee 
Nat’l. Ass’n. of Broadcasters 
Parliament Cigarettes 
Peter Paul Mounds 
Pepto-Bismol 

Phillies Cigars 

Pond’s “Angel Skin” 
Pond’s “Moisture Base” 
Post Cereals 

Potato Plus 

Roi-Tan Cigars 

Sara Lee Products 
Schick Electric Shavers 
Storz Beer 

Stroh’s Beer 

Sunshine Crackers 
Superior Meats 

Tide 

Westinghouse 
Wheatena 


FAILLACE 
PRODUCTIONS, INC. 


59 east 54 street © new york 22 n.y. 
telephone: ELdorado 5-1752 
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timebuyer, and account executive 
Bert Rovics are the contacts. 


HELENE CURTIS 
INDUSTRIES, INC. 
(McCann-Erickson, Inc., Chicago) 

A new shampoo-type home permanent, 
SOFT ’N CURLY, was introduced last 
month in several west coast markets 
with a 12-week schedule of night and 

day minutes. At the end of the month 
SPRAY NET opened a four-week cam- 
paign of filmed minutes in night and 

day slots in 16 markets. Assistant media 
group supervisor Ruth Leach is the 
contact. 


HERTZ RENT-A-CAR 
SYSTEM, INC. 

(Norman, Craig & Kummel,-Inc., 
| eS 

The first buying activity since this 
account moved from Campbell-Ewald 
earlier this year was reported, with major 
markets getting filmed minutes and 
shorter spots around football games. 
Placements are for about eight weeks 
through the sports season. Hal Cummings 
is the timebuyer. 


HUDSON PULP & 
PAPER CORP. 
(Grey Adv. Agency, Inc., N. Y.) 


This account moved over recently from 








Norman, Craig & Kummel and plans for a 
major drive are still in the offing. 
Some infrequent activity is occurring 
in selected markets, with schedules of 
ID’s starting about issue date for 

eight weeks. HUDSON tissues are 
promoted in day and night spots. 

Betty Nasse is the timebuyer. 


ANDREW JERGENS CO. 
(Cunningham & Walsh, Inc., N. Y.) 
The customary JERGENS schedules in 
over 75 major markets are getting under 
way at present, with minutes, 20’s and 
ID’s set for 10-13 weeks in strong 
frequencies. Gary Pranzo is the 
timebuyer. 


LIGGETT & MYERS 
TOBACCO CO. 
(McCann-Erickson, Inc., N. Y.) 


Late last month the first of a dozen 
markets to be used received introductory 
placements for DUKE, the new 
cigarette from this company. Atlanta, 
Boston and Cincinnati reportedly were 
the initial areas, with Houston and 
Jacksonville getting schedules about 
issue date. Chicago, New York, 

Los Angeles, San Francisco and a few 
more top markets will be added later 
this month. Heavy frequencies of 20's 
(with minutes and ID’s as well) are 
set for four weeks. Broadcast supervisor 
John Moorena is the buying contact. 





Personals 


INEZ AIMEE has been promoted 





MISS AIMEE 


to senior timebuyer at Norman, Craig 
& Kummel, New York. 


GEORGE DETELJ, formerly assist- 
ant media supervisor on Continental 
Baking, has been promoted to assist- 
ant account executive on the same 
account at Ted Bates, New York. 

CAROL DIEM HARDY has joined 
Doner & Peck, New York as tv-radio 
timebuyer, handling all the agency’s 
accounts. Mrs. Hardy, who was for- 
merly timebuyer on Revlon, Ehler’s 
and other accounts at Dowd, Redfield 
& Johnstone (now Cohen, Dowd 
& Aleshire) is replacing MARY 
FRANKLIN who has left the agency. 

JOANNE KIRCHNER has been 


promoted to media director at Paul 
Klemtner, Newark, New Jersey. 


TOM. FLANAGAN who had been 
a buyer at Grey is now at Riedl & 











Freede, New York as media director, 
replacing JAN STEARNS who has 
joined the recently opened New York 
office of Miller, Mackay, Hoeck & 
Hartung. 


DICK RACK has left his timebuy- 
ing job at J. Walter Thompson, New 
York to prepare for an overseas as- 
signment with the agency. 


CHIPS BARRABEE is going from 
Lennen & Newell to Lambert & Feas- 
ley where he'll be buying on Hudnut. 


DICK WALLER, formerly buyer on 
Tri-Nut, Lady Esther and Scripto at 
Donahue & Coe, New York, has moved 
to Ted Bates, same city. He'll be as- 
sisting GREG SULLIVAN in buying 





MR. WALLER 


on Carter Products. At D&C LEN 
TRONICK will pick up Tri-Nut and 
FRED KOPPELMAN will take over 
on the local accounts previously han- 


dled by Mr. Waller. 
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tome eco PAUL BUNYAN TELEVISION 


While plans were not yet crystallized at 
press time, this company reportedly was 


pleased enough with its initial tv schedule and 
last winter—a dance-party program on 
wBKB-TV Chicago— that it’s considering 


}. similar action shortly. Dan Kane is the ° 
yy, io The Paul Bunyan Radio Network 
in [ 
inder 
* Agency Changes 

Realigning its internal and external 
advertising set-ups, B. F. Goodrich 
Co. drops both McCann-Erickson, 
Inc., and Cunningham & Walsh, Inc., 
at the end of the year and adds 
Foote, Cone & Belding, Inc. for its 


‘of 

















































announces the appointment of 
Venard, Rintoul & McConnell, Inc. 
as exclusive national representatives 





\ctory . . . 
new home-and-family-product group. effective immediately. 
wd In the grouping are P-F footwear (a 
spot user handled by McCann), Koro- 
seal flooring products and Texfoam 
few mattresses. Batten, Barton, Durstine 
"0's & Osborn, Inc., will continue to han- ONE ORDER BUYS 
re dle Goodrich passenger tire advertis- 
rvisor . . 
ing and will take on international- x 
division campaigns. BBDO will also WPBN-TV CHANNEL 7 TRAVERSE CITY 
a7 work on corporate advertising with a 
new department set up within Good- AND 
rich. 
Nath Ade. conten ie ah WTOM-TV CHANNEL 4 CHEBOYGAN 
Wip, Inc., account from D’Arcy Adv. 


, Co, at year-end. D’Arcy’s Los Angeles COVERING 


office handled the account since Janu- 


' ary 1957. Present billings are under 
. one-half million dollars, but an in- 
creased budget is planned for next j 


year. 
In a rapid series of moves (per- 

haps triggered by the RCA exit from WITH 

Kenyon & Eckhardt for JWT last 


- . month), agencies and broadcast cli- 
, ents said goodbye-hello in activity 


that found BBDO dropping ABC-TV 
and radio to go to work for CBS-TV. 
Doyle Dane Bernbach, Inc., then re- 
quested permission from its client, 
CBS radio, to drop it and pitch for 
the ABC accounts: permission grant- 
ed, pitch successful, client added. 
CBS radio was still agency shopping 











at press time. 


Doyle Dane Bernbach also takes Traverse City 


over all products of Salada-Shirriff- 
Horsey, Inc., formerly handled by 
| Sullivan, Stauffer, Colwell & Bayles, - 


Inc. Included are Salada tea, Junket 








- | desserts and Sea Brand shrimp. Cheboygan 

er : SSC&B resigned the $1 14,-2-million ac- 

™ =} count to add the $4-million Lipton’s Midwestern Broadcasting Company, Traverse City, Michigan 
tea business. | Les Biederman, President 
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MIDLAND PHARMACAL 
CORP. iS 
(Street & Finney, Inc., N. Y.) 

This company’s SNUG DENTURE PADS, 
which sets infrequent schedules in a 
group of markets, returns to several 

about issue date with day and night 
filmed minutes running until December. 
Media director Helen Thomas is the 
contact. 


MUNSINGWEAR, INC. 

Men’s & Boys’ Div. 

(Powell, Schoenbrod & Hall Adv., 
Inc., Chicago) 

This company’s bowling shirts will be 
worn by participants in the Championship 








MR. FARMER 


Ask the man who gets Oung 


WDBJ is one of the 


best buys in 


television ... 


anywhere! 








WDBJ-TV covers 53 counties 
. .. Where there are over 400,000 
television homes, $2 billion in 
retail sales. You can buy into 
this rich market economically 
and effectively, for WDBJ-TV 
furnishes highly rated shows at 
comparatively low cost to you. 


For example, THE EARLY 
SHOW, best features from 
MGM, WB, UA, etc., has an 


average daily rating of 14.7. It 
delivers viewers for only 95 
cents per M ona 5 Plan; 75 cents 
per M on a 10 Plan.* Powerful 
sales - producing merchandising 
support provided, too! 

It will pay you to take a 
closer look at THE EARLY 
SHOW and other “best buys” 
offered by WDBJ-TV. 


*all cpms based on March, 1959 NSI 


ASK YOUR PGW COLONEL FOR CURRENT AVAILABILITIES 
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WIRY Sz 


Maximum Power « Maximum Height 
ROANOKE, VIRGINIA 


MR. FI 


.ANIGAN MR. LEWIS 


Pearson Changes 

A realignment of the sales staffs 
in the Chicago and Atlanta offices of 
John E. Pearson Co. and John E. 
Pearson Television, Inc., resulted in 
several new appointments and pro- 
motions. 

In Atlanta Jon Farmer, an air per- 
sonality and salesman for WAGA-TV 
and WAGA radio in that city for 
more than a decade, will head the 
Pearson office and cover the south- 
eastern territory. His predecessor, 
Robert M. Baird, who helmed the 
office for several years, resigned to 
accept a sales position with the Black- 
burn station brokerage firm. 

Robert Flanigan was promoted to 
the position of mid-west manager in 
Chicago, succeeding James Bowden. 
Mr. Flanigan joined Pearson two 
years ago after accumulating 20 
years of broadcast experience with 
NBC Spot Sales, Storer Broadcast- 
ing Co. and others. Joining him in 
the Chicago office is Stewart Lewis 
who was named an account executive. 
He was most recently with H-R Rep- 
resentatives, Inc., and before that 
with Crosley Broadcasting Corp. in 
several capacities. 





Bowling series carried in 200 markets. 
Eight-second local taglines will be 
spotted in each show. In 64 selected 
markets minute participations will be 
used, with other spot openings available 
for dealer-tie-ins. Pat Campbell, 
assistant tv-radio director, is the contact. 


NATIONAL BISCUIT CO. 
(Ted Bates & Co., Inc., N. Y.) 

As it did last year at this time, 
DROMEDARY cake mixes and dates get 
ready for the cake-filled holidays with 
four- and six-week schedules of day 
minutes starting about issue date in a 
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Buyer Profile . . . 


“Mi edia buying should be made 
easy,’ says Fran Austin, 
media planner and timebuying super- 
visor in J. Walter Thompson’s San 
Francisco office. “But it isn’t,” she 
agrees, “and that’s what makes it in- 
teresting.” 

A comparative rarity in San Fran- 
cisco—a member of an old San Fran- 
cisco family—Mrs. Austin has been 
with JWT for 14 years and she still 
suys, “This kind of work is so ab- 
sorbing it’s actually a way of life.” 

For after-hour relaxation she en- 
joys the stimulating part of being a 
housewife for her non-advertising- 
man husband. Her other important 
relaxer is travel. But even there, she 
remarks, “I keep in touch with sta- 
tion people, study markets and so 
forth.” 

Why isn’t broadcast buying easy? 
“We have to judge the various com- 
ponents of all stations in order to 
select the one or ones that reach the 
audience the product needs. And these 
vary from time to time and from pro- 
gram to program.” 

The station rep can be an impor- 
tant ally. “He should make sure his 
stations supply him with all the am- 
munition he needs, This applies to the 
local-station situation generally, as 
well as to each specific buying job. 

“Since we do need so much more 





FRAN AUSTIN 





than ratings to know where the best 
potential of a station lies, every sta- 
tion should give its representative up- 
to-date information about its philoso- 
phy and programming, its appeals 
and special abilities. 

“If the station anticipates opera- 
tional changes because of a competi- 
tive situation, or any other reason, the 
representative should know. The rep 
should help the buyer evaluate the 
station in a positive way and should 
sell his station for itself, not against 
others. I don’t like negative selling; 
it creates doubt about the medium.” 

Mrs. Austin handles a lot of volume 
for JWT accounts that are headquar- 
tered in the east, but which utilize 
the San Francisco office for special- 
ized regional help. Among these ac- 
counts are Shell Oil Co. and Shell 
Chemical, Ford Dealers, Lever Bros., 
Scott Paper Co., Pan American’s Pa- 


number of top markets. John Catanese 
is the timebuyer. 


NESTLE CO. 
(McCann-Erickson, Inc., N. Y.) 

In addition to the DECAF buying 
noted here Sept. 7 (with 50 selected 
markets starting schedules late last 
month to run through November), 
similar activity is on for NESTEA. 
The tea placements begin about issue 
date and later on through this month for 
about eight weeks of day and night ID's. 
Enid Cohn is the timebuyer. 


NOXZEMA CHEMICAL CO. 
(SSC&B, N. Y.) 

Having lost its long-time position as a 
Perry Como Show advertiser due to the 
singer’s deal with Kraft, this firm is 
using spot schedules to fill in a dozen 
markets where its new series, 

Love and Marriage, is not carried. 

Day and night minutes got under way 
last week for 10-week runs, or until 
network clearance on the NBC-TV show 
is obtained. All markets are two-station 
areas, and stations other than NBC 
affiliates can carry the spots if availabilities 
offered are good. Bob Anderson is the 
timebuyer. 


PETER PAUL, INC. 
(Dancer-Fitzgerald-Sample, Inc., 

N. Y.) 

As reported here July 13, the fact that 
MOUNDS and ALMOND JOYS candy 
bars are using several network shows 

for the first time this fall is not greatly 
affecting the spot schedules. “A few 
markets less” than the large number 
used in the past are getting placements 
of filmed minutes at present, with the 
starting dates ranging through the early 





cific-Alaska Division and Kraft 
Foods. Active among San Francisco 
office accounts are Seven-Up, Raisin 
Board, Olive Advisory 
Board and Safeway Stores. 


Advisory 


WG R -TV Selling the Buffalo-Niagara Falls market 


REPEAT ORDERS in the nation’s 14th market, as anywhere else, are the best evidence of television's 
selling ability. wer-tv, NBC in Buffalo, is proud that 25 national and 21 local advertisers, who 
have used the station continuously since it started in 1954, have renewed for 52 weeks of 1959. 


These, and newer advertisers, will get even better sales results in 1959, as wer-tv continues 
to provide better service for more viewers in the mighty and prosperous market known 


as the Niagara Frontier. 


For best results in Buffalo from America’s most powerful selling medium, call your Petry 





television representative about availabilities on WGR-TV—this year celebrating its fifth anniversary. 


NBC - CHANNEL 2 
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part of this month. The kid-show spots 
will run about four weeks in strong 
frequencies. Herb Werman is the 
timebuyer. 


PILLSBURY CO. 
(Leo Burnett Co., Inc., Chicago) 


Having run five weeks of day and late- 
evening minutes in July for PILLSBURY 
cake mixes, the agency reportedly has 
been buying heavily in selected markets 
for a 26-week winter campaign. This is 
thought to be the first time in 

many years the account has set such 
lengthy schedules. Account executive 
Hal Tillson is the contact. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N.Y.) 


Renewed activity for CHARMIN paper 
products was noted from this agency, 
with selected top markets getting sched- 
ules of day and night minutes for 
indefinite periods. Sam Haven is the 
timebuyer. 


PROCTER & GAMBLE CO. 
(Leo Burnett Co., Inc., Chicago) 
After a hiatus, JIF peanut butter 
schedules reportedly have been 
re-activated in about 100 markets. Place- 
ments got under way late last month and 
will continue for an indefinite period. 
About three spots per week—two in kid 
shows, one in a family-time slot—are 
used in each market. Mahlon Saxon 

is the buying contact. 


PROCTER & GAMBLE CO. 
(Tatham-Laird, Inc., Chicago) 


Although it was reported a few months 


NBC 
Affiliate 


SYRACUSE, N.Y. - 





Donald K. Powers has been made local 
sales manager it has been announced 
by Jack Atwood, general manager of 
wesH-Tv Portland. Mr. Powers has 
been associated with the Maine Broad- 
casting System for 19 years, recently 
serving as general manager of the sys- 
tem’s radio stations. He is president 
of the Maine Association of Broad- 
casters. 





back that MR. CLEAN was moving out 
of spot into network, the product’s 
budget has been divided to include 
both media. Hawaii and Alaska recently 
received schedules, and several other 
states are being tested with increased 





placements. Night minutes are set for 
the customary P&G “indefinite” period. 
Broadcast manager Ron Stack is the 
contact. 


PAXTON-GALLAGHER CO. 
(Tatham-Laird, Inc., Chicago) 


The six-week promotion in Colorado for 
BUTTER-NUT coffee, noted here July 27, 
has been amplified by increases and 
improvements throughout the state and 
other midwest markets. Minutes, 20’s and 
ID’s will continue to be used indefinitely, 
along with some five-minute programs. 
Coming up is the “Christmas Club” push 
in which consumers are requested to send 
in package strips from coffee cans in 
order to have the manufacturer donate 
toys to charitable institutions. 
Broadcast manager Ron Stack is the 
contact. 


REYNOLDS METALS CO. 
(Zimmer, McClaskey, Frank, Inc., 
Richmond ) 

The plastics division of this maker of 
Reynolds Wrap has a new transparent 
wrapping material called REYNOLON 
which is currently testing in Hartford 
with tv spots. A move into the 
New York market is supposed to take 
place within the next few weeks. 

Other markets will follow. Ken Erdman, 
account executive, is the contact. 


SALADA-SHIRRIFF-HORSEY, 
INC, 

(SSC&B, N. Y.) 

At press time, the agency was busy lining 
up the last spot campaign it will place 


WSYR-TVYV 


PLUS! 


WSYE-TV 


DOMINATES 
CENTRAL NEW YORK 





KW 


Plus WSYE-TY channel 18 ELMIRA, N.Y 





Get the Full Story from HARRINGTON, RIGHTER & PARSONS 
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WSYR-TV ALONE 


DELIVERS 44,287 MORE HOM 
THAN ITS COMPETITOR 


WSYR-TV AND ITS SATELLITE, 
WSYE-TV, DELIVER 73,089 MOR 
HOMES THAN ITS COMPETITC 





*All figures NCS No. 3 weekly circ 
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Rep Report 


With the fall season swinging into 
high gear, new appointments by a 
number of representatives were an- 
nounced. 

Four additions were made to the 
sales force of The Katz Agency, Inc., 
with two men joining the firm’s Chi- 
cago branch and one each joining 
the New York and Dallas offices. 

Robert A. Lefko, formerly a sales 
account executive with Rollins Broad- 
casting. Inc., and Rambeau, Vance, 
Hopple, Inc., was the New York ap- 
pointee. K. Layton Miller joined the 
Dallas force after serving as account 
director for 


tv-radio 


manager and 





MR. MILLER MR. LEFKO 





MR. LINTON 


MR. CASSIDY 


Jack T. Holmes & Associates advertis- 
ing agency. 

In Chicago, Justin Cassidy, previ- 
ously an account executive with 
WBBM-TV, and Charles D. Linton were 
added to the staff. Mr. Linton former- 
ly sold for Weed Tv Corp., wiw-t 
Indianapolis and wrtv Indianapolis- 
Bloomington. 

Two from Adam 
Young Co. stated that Robert E. 
Richter rejoined the New York sales 
staff after a year’s absence during 


announcements 


which he was national sales manager 
for Bill Grauer Productions, and that 
E. A. W. “Ted” Smith was appointed 
manager of the Young office in De- 
troit. Mr. Smith, who joined the firm 
last November after terms with the 


Christal and Petry companies, several 
stations and advertising agencies, fills 
the spot left vacant when John R. 
Stella transferred from Detroit to 
head Young’s tv division in Chicago. 

George R. Swearinger, who has 
been an account executive with CBS 
radio spot sales, joined the network's 
tv spot sales department and moved 
from New York to the Atlanta office. 
He previously managed the southern 
office for the radio division. 

In New York, Edward Petry & Co., 
Inc., added William P. Bee as an ac- 
count executive. Mr. Bee has served 
as a salesman with Weed Tv Corp., 
wins radio New York and Hallmark 
Cards, Inc. 

John T. Coy was named west coast 
manager of The Bolling Co., Inc., 
having served the firm as San Fran- 
cisco office manager since 1954. 

Avery-Knodel, Inc., announced the 
appointments of William David B. 
Meblin as Pacific coast manager, tv 
division, and of Robert Mohr to the 
west coast sales staff as replacement 


GENE AUTRY 


Starring in 56 HOUR FEATURES 


ROY ROGERS 


Starring in 67 HOUR FEATURES  [deibai 


ROOTIN’ TOOTIN’ RAVES: 


“Great ratings, highest in the city... have signed 
for five more years.” WTVM, Columbus, Georgia, 


mca 


TV FILM SYNDICATION 


April 6, 1959. 


“For almost two years now 
... they have been 
eminently successful.” 
WCDA-TV, Alibany-Troy. 





for Douglas MacLatchie who re- 
signed. Both Mr. Meblin, who has 
been with the firm since 1954, and 
Mr. Mohr, who has been an account 
executive with KTLA Los Angeles, 
will work from the Angeles 
Avery-Knodel office. 


Los 















STATION NETWORK 
and PERSONAL 
REPRESENTATIVE 


KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN-TV, Traverse City, 
Mich. 


235 East 46th St.. New York 17, N. Y. 
PLaza 5-4262 








RECORD 
BREAKIN’ 
SHARES! 


Greenville, % 
Spartanburg 68.0 


54.6 
89.0 
59.0 
56.8 
55.9 
62.7 
64.2 
71.8 
60.0 
72.8 
48.7 
62.0 
77.8 
63.8 


Fresno 

Ft. Wayne 
Little Rock 
Syracuse 
Peoria 
Roanoke 
Dayton 
Kansas City 
Columbus 
Richmond 
Cincinnati 
Charlotte 


South Bend- 
Elkhart 


and many, many more! 
Source: ARB 
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ATLANTA 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


Whirlybirds (CBS) wsp-tv Wed. 7 

U. S. Marshal (NTA) waGa-tTv Sat 

Highway Patrol (Ziv) waGa-Tv Sat 

Popeye (UAA) wsB-tv M-F 5 

Huckleberry Hound (Kellogg) 

Pe A Soscesseuecvacies 13.6 
Rescue 8 (Screen Gems) 

wss-tv Thu. 10:30 .. eee sSeccewecdect 
Sea Hunt (Ziv) wsp-tTv Sun. 7 ..........12.7 
Bugs Bunny (UAA) waGa-Tv M-F 6:30 ..12.7 


Mackenzie’s Raiders wsp-tTy Tue. 7 ...... 12.3 
Decoy (Official) wuw-a Tue. 10:30 ...... 11.9 
People’s Choice (ABC) wsp-tv Fri. 7 ....10.9 
Dial 999 (Ziv) wsp-TV Mon. 10:30 ...... 10.3 
Superman (Kellogg) wsp-tTv Wed. 6 ...... 8.5 
Woody Woodpecker (Kellogg) wss-Tv Tue. 6. 8.3 
U. S. Border Patrol (CBS) 

wan-Tv Wed. 10:30 ...cccccccccvcccece 7.9 


TOP FEATURE FILMS 





MGM Spectacular wsp-tv Tue. 7:30-9:30 ..23.1 

. Big Movie waGa-Tv Sat. 11-12:45 a.m. ...12.8 
MGM Playhouse wsp-tv Sat. 5-7:15 ......11.6 
Gold Cup Movie wiuw-a Sun. 2-3 ........ 10.7 
Million Dollar Movie wLw-a Sun 2 .10.3 
Early Show waGa-Tv Tue. 5-6:30 ........ 10.3 

TOP NETWORK SHOWS 

Gamemake WAGA-TV 2. cccccccssccecesece 40.1 
Wagon Train wsB-TV .......... .-36.4 
Have Gun, Will Travel WAGA-TV ......... 33.6 
Peter Gunn WSB-TV ...... 





77 Sunset Strip wLw-a 
The Price Is Right wssp-Tv 
The Real McCoys wiLw-a 

Father Knows Best WAGA-TV 
Maverick WLW-A 
I've Got A Secret 


INDIANAPOLIS 


4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


WAGA-TY 





Highway Patrol (Ziv) wisu-tv Sat. 10:30 .31.9 
Whirlybirds (CBS) wisu-tv Fri. 8:30 .. 21.6 
Soldiers of Fortune (MCA) wiw-1 Sun. 6 ..13.9 
San Francisco Beat (CBS) wisu-tTv Mon. 7 .13.5 
26 Men (ABC) wiw-1 Sun. 6:30 ....... 13.1 
Sea Hunt (Ziv) wisH-Tv Tue. 7 ........ 11.5 
State Trooper (MCA) wiw-! Fri. 10:30 ..11.3 
Death Valley Days (U. S. Borax) 

oo Me a eee oe « 82.0 
U. S. Marshal (NTA) wreM-tv Fri. 7:30 .. 9.1 
Silent Service (CNP) wiw-1t Tue. 10:30 .. 8.9 
Mackenzie's Raiders* (Ziv) 

WrBM-TV Thu. 7:30 ... ee ae - 8.8 
Rendezyous (CBS) wisn-tv Fri. 10:30 .. 8.7 
New York Confidential (ITC) 

Menta TH Fo daacasicansceaccaceees 8.6 
Colonel Flack (CBS) wrem-tv Thu. 10:30 . 8.6 
Terrytoons* (CBS) wisu-tv Sat. 11 a.m. .. 8.3 


TOP FEATURE FILMS 





Frances Farmer Presents 

wreM-tv Wed. 5-6:45 ..... -12.9 

Frances Farmer Presents 

WP Ts PGR 4c cc cccciadsmesee 11.0 

Frances Farmer Presents 

WrBM-TV Tue. 5-6:45 ease coocs BS 
- Late Show wisH-tv Sat 8.4 

Frances Farmer Presents 

a eee 8.2 


TOP NETWORK SHOWS 





. Gunsmoke WISH-TV ..... . 3.8 
I've Got A Secret wisH-TV 6 
De Ge Te. WED ooo cac cdc aewecn 0 
The Rifleman wiLw-1 1 
The Millionaire wisH-Tv : 5 
Have Gun, Will Travel wisu-Tv 9 
Wagon Train WFBM-TV ..... 0 

. What’s My Line wisH-tv ......... 8 
The Real McCoys wiw-1I ........ 8 
Peter Gunn WFBM-TV 4 


“Indicates programming change during four-week 
Ratings for one-week are given. 








ARB City-By-City Ratings 


CHARLOTTE 


2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


























1. Mike Hammer (MCA) wertv Sat. 10:30 
2. FKighway Patrol (Ziv) wntv Tue. 8 
3. Three Stooges* (Screen Gems) 
WEOET FEE. SISO 2c vcctvcsasvesees 
1. Death Valley Days* (U. S. Borax) 
wstv Mon. 7 oe ee esineeens 
5. & Hunt (Ziv) werv Tue. 7:30 ...... 
6. U. S. Marshal (NTA) wetv Mon. 7:30 
6. Mackenzie’s Raiders (Ziv) wetv Wed. 8:30 
7. Rescue 8 (Screen Gems) wertv Fri. 8:30 
8. Whirlybirds* (CBS) wsoc-Tv Mon. 7 
9. Frontier Doctor (H-Ty) waerv Tue. 7 
10. U. S. Border Patrol (CBS) wsoo-Tv Sun. 6 
11. Popeye* (UAA) wsoc-Tv Fri. 5 
12. Cannonball (ITC) wsoc-rv Thu. 7 ....... 
2. Little Rascals (Interstate) weTv Sat. 8 a.m. 
13. Amos ‘’n’ Andy* (CBS) waty Thu. 7:30 ..13.9 
TOP FEATURE FILMS 
1. Best of Hollywood warv Wed. 7-8:30 ....22.3 
2. Pie For A Sunday Afternoor 
warv Sun. 1-2:30 ..... eecrececesace 19.3 
3. Feature Film* wstv Sun. 2:30-4:30 ....15.0 
4. Shock Theatre weTv 
Mon. 11:15-123:45 a.m. .......cccees 11.9 
5. Paramount Playhouse wsoc-Tv 
Sat. 11-12:30 a.m. ..... oes oseeece 9.7 
TOP NETWORK SHOWS 
junsmoke WBTV es eee 
2. Have Gun, Will Travel wetv 2 
3. G.E. Summer Theatre wsrtv 2 
4. The Millionaire wBTv ............- or 7 
5. Alfred Hitehcock Presents weTv .. eile 34.5 
6. Desilu Playhouse WBTV ............- 33.4 
Te, NEE WEE cc ewcccceccccdecsences 31.7 
8. Maverick wsoc-TV ...... 31.6 
9. I’ve Got A Secret werv ..... onseaeeoothee 
56. The Biemen WHOO-TY .nccccccccccccces 30.4 
MIAMI 
3-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 
3. Sen Bek (Biv) wees. Deb. 7 ..cccevcss 34.8 
2. Silent Service (CNP) wrvs Tue. 7 27.6 
3. Highway Patrol (Ziv) wrvy Mon. 7 Ss oe 
4. Huckleberry Hound (Kellogg) woxt Thu. 7 .26.2 
5. Flight (CNP) wrvy Tue. 8 ....... os .25.2 
6. Mackenzie’s Raiders (Ziv) wrvs Thu. 8 20.0 
7. Woody Woodpecker (Kellogg) wort Tue. 7 .19.8 
7. Mike Hammer (MCA) woxT Thu. 8 ...... 19.8 
8. Rescue 8 (Screen Gems) wtvs Sat. 7 19.5 
9. U. S. Marshal (NTA) wrvs Wed. 8:30 19.3 
18. Kingdom of the Sea (Guild) wrvy Sun. 7:30.18.4 
11. Citizen Soldier (Flamingo) woxT Wed. 7 7.1 
12. Danger Is My Business (CNP) 
ee SR er Kntees «889 
13. Bold Venture (Ziv) wrvsy Sat. 10:30 ..... 16.5 
14. Popeye (UAA) wrvs M-F 5 ...... 16.2 
TOP FEATURE FILMS 
1. Movie 7 wcoKT Mon. 5-6 ... 24.5 
2. Big Show wrvy Wed. 7-8:30 ......... 23.1 
3. Movie 7 woxT Thu. 5-6:30 ............ 20.1 
4. Movie 7 woxt Vri. 5-6:30 .......... 18.6 
5. Movie 7 woxT Wed. 5-6:30 ............ 17.6 
TOP NETWORK 
A, Gumemee WEVT ..cccseces mf 
2. Have Gun, Will Travel wrvs 7 
3. President Eisenhower and Commentary wrvy .32.6 
Rit SOD  cuwksWenoadesedccadns $2.1 
S. Weer Mmews Baek WET 2... cccccccscceced 31.9 
GC. Te Bee The Bree WEVA 2... ccccesss .31.4 
7. Wanted—Dead Or Alive wrvs 30.5 
8. The Rifleman wrest 0 
9. Wagon Train wcKkT 9 
10. The Texan wtvy ...... 8 
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. Wagon Train wpsu-Tv 





COLUMBUS 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


Death Valley Days (U. 8S. Borax) 

weme-sv Gum. O5S0 ..ccccsecsesscasen .24.9 
Sea Hunt (Ziv) weNns-tv Mon. 7:30 .. 18.6 
U. S. Marshal (NTA) wrvNn-tv Fri. 10:30 .164 
Science Fiction Theatre (Ziv) 

WTVN-TV Sun. 9:30 . 188 
Adventures of Jim Bowie (ABC) 

WENS-TV Sat. 10:30 15.6 


Highway Patrol (Ziv) wBNs-Tv Wed. 8:30 .12.7 


Search For Adventure (Bagnall) 





WBNSs-TV Fri. 8:30 : 12.7 

State Trooper (MCA) wtvNn-Ttv Fri. 7 12.5 

Decoy (Official) wiLw-co Mon. 10:30 115 

SA 7 (MCA) wBNs-Tv Tue. 8 .. -o-LlS 

Ten-4 (Economee) wtvn-tTv Tue. 10:30 ..115 

Huckleberry Hound (Kellogg) 

wTtvn-tv Thu. 6:30 ... vs -10.6 

Woody Woodpecker (Kellogg) 

WTVN-TV Tue. 6:30 .... . os cost man 

Cannonball (ITC) wrvn-tv Thu. 10:5 . 04 

Global Zobel (Bagnell) wans-tTv Mon. 6:30 . 8.7 

TOP FEATURE FILMS 

Lex Mayer's Theatre 

WTVN-Tv Sun. 10-12 mid. . occec sen 

World's Best Movies 

WTVN-TV Sat. 10-12:15 a.m occcesse 8.5 

Gold Cup Matinee wLw-c Wed. 5-6:30 5 

Armchair Theatre wBNs-TV Fri. 11:30-2 a.m. 5 

Sunday Showboat III wtvN-TVv 

Sun. 3:30-5:15 .. -eaes <2. +. 51 
TOP NETWORK SHOWS 


Gunsmoke WBNS-TV 


I've Got A Secret WBNS-TV 











77 Sunset Strip WTVN-TV 

The Rifleman WTVN-TV 

The Real McCoys wWTvN-TV 

Father Knows Best WBNS-TV 28. 
Have Gun, Will Travel wnNns-Tv SS 
Wyatt Earp WTvN-Tv . . pe ae a 
Moaverigk WEUM-EU 00 .ccccvcccccconss 27.0 
G.E. Theatre WBNS-TV 26.8 

NEW ORLEANS 
3-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 

Sea Hunt (Ziv) wpsvu-Tv Tue. 9:30 284 
. Walter Winchell File wwt-tTv Mon. 10 ..26.2 
U. 8S. Border Patrol (CBS) 

WWL-Tv Sat. 9:30 . Pererer re 25.5 
Man Without A Gun (NTA) WWL-TV Sat. 10.25.3 
Highway Patrol (Ziv) wopsvu-tTv Fri. 10 ..23.6 
Casey Jones (Screen Gems) wpsvu-tv Sat. 6 .23.4 
State Trooper (MCA) wopsvu-Tv Tue. 10 t 
Mike Hammer (MCA) wwt-tv Fri. 9°30 ..20.7 
Terrytoons (CBS) wpsvu-tTv Sat. 9 a.m 20.7 
How To Marry A Millionaire (NTA) 

Wwe-ev Beh. BG cccocscccss raw . 265 
Union Pacific (CNP) wpsu-Tv Thu. 9:30 ..199 
Mackenzie’s Raiders (Ziv) 

Wares Beh. T1882 ccccccccces ocean 
Ten-4 (Economee) wWwL-Tv Sun. 10 .....- 18.3 
U. S. Marshal (NTA) wpsvu-tTv Wed. 10 ..183 
Bishop Sheen (NTA) wwt-tTv Tue. 7:30 ..18.1 


TOP FEATURE FILMS 


House of Shock 

WWL-Tv Sat. 10:30-12:30 a.m 24.0 
Sunday Spectacular 

WWL-Tv Sun. 10:30-12:15 a.m 20.4 
Roy Rogers Feature 

wpsu-Tv Sat. 7:30-8:30 a.m 15.6 
Falstaff Summer Theatre 

wpsu-Tv Sat. 10:30-12:45 a.m 

Sunday Matinee wpsvu-Tv Sun. 5-6:30 





TOP NETWORK SHOWS 


Desilu Playhouse wWwL-TV 


Father Krows Best 
Peter Gunn WDSU-TV . 
Have Gun, Will Travel WwL-Tv 
Playhouse 90 WWL-TV 


WWL-TYV 


Yancey Derringer wWWL-TV . 
Loretta Young Presents wpsu-TV ......--+ 29.9 
What’s My Line wwL-Tv ........ 29.5 
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ARB City-By-City 


DALLAS-FT. WORTH 
4-Station Report 


(one-week ratings) 





TOP SYNDICATED FILMS 


. Death Valley Days (U. 8. Borax) 











mara-ty Gat. 9:30. wocccccvscecsccccscesSl8 
U. S. Marshal (NTA) wraa-Tv Thu. 9:30 .18.4 
}. Rescue 8 (Screen Gems) wraa-Tv Sun. 8:30.17.5 
State Trooper (MCA) WBAP-Tv Tue. 9:30 ..17.3 
Mike Hammer (MCA) wraa-Tv Thu. 9 ...17.0 
Highway Patrol (Ziv) wraa-Tv Fri. 9:30 15.5 
Mackenzie’s Raiders (Ziv) 
wens-ne Tk. S200 °. x cada bdc dase 900b ss 13.3 
. Cannonball (ITC) wraa-Tv Sun. 9 ........ 12.6 
Flight (CNP) wsaPp-Tv Mon. 9:30 .......12.4 
. Deadline (Flamingo) weap-tv Wed. 9:30 .10.8 
Colonel Flack (CBS) wraa-tTv Wed. 9:30 ..10.3 
Superman (Kellogg) Krsz-TV Mon. 6 ...... 8.3 
Sea Hurt (Ziv) KRLD-TV Thu. 7:30 ...... 8.3 
. Kingdom of the Sea (Guild) Kryz-Tv Sun. 4 8.1 
Woody Woodpecker (Kellogg) 
mepse-Ty Tue. 6 ..ccccccccscetecescses 8.1 
TOP FEATURE FILMS 
Command Presentation KFsyz-tTvV Mon. 7-9 9.9 
. Command Presentation KF3z-TV Sat. 7:30-9 . 9.3 
Million Dollar Matinee KFyz-Tv Sun. 1-2:30. 9.0 
Command Presentation KFryz-Tv Thu. 7:30-10 8.8 
Million Dollar Matinee KrFsz-TV Sat. 1-2:30. 7.6 
TOP NETWORK SHOWS 
~ Ganamahs MUMED-TU 2. a vcccccccccsecccees 46.4 
The BiMemen WKAA-TV ..ccccccccvccsescec 31.0 
Maverick WFAA-TV ...cccccccccccesccecs 28.5 
What’s My Line KRLD-TV ..........00++05 28.0 
77 Sunset Strip WFAA-TV ...02.--eeeeees 27.5 
. Wagon Train WBAP-TV .....ccccccecccees 23.9 
Have Gun, Will Travel KRLD-TV . 
The Real McCoys WFAA-TV ......eese5+> 22.6 
Wyatt Harp WRAA-TV cccccccccccccccescs 
LQWMAN WPRAA-TV ..cccccccsccccccccccce 2 
ST. LOUIS 
4-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 
. State Trooper (MCA) Ksp-Tv Tue. 9:30 3 
Silent Service (CNP) kKsp-tv Thu. 10  ) 
Sea Hunt (Ziv) Kivi Fri. 9:30 ......... 25.4 
Mike Hammer (MCA) Ksp-Tv Sat. 10 8 
Whirlybirds (CBS) xksp-tv Tue. 10 ..... 23.0 
. SA 7 (MCA) kKsp-Tv Mon. 10 .......... 19.9 
. Silent Service (CNP) Ksp-tv Thu. 10 ....19.7 


Danger Is My Business (CNP) 
Ksp-Tv Wed. 9:30 


oo 
1 


. U. 8S. Marshal (NTA) KsD-TV Wed. 10 ....18 


U. S. Border Patrol (CBS) Ksp-Ty Fri. 10 .14. 
Popeye (UAA) KMOX-TV Sat. 11:30 a.m. ..13.7 
David Niven Theatre (Official) 


© 


Baek-ee Te. FT cccvnnsdenssdaencdeden 13.4 
Annie Oakley (CBS) KMox-Tv Sat. 6 ...... 12.4 
. Bold Venture (Ziv) KTv1 Tue. 9:30 ...... 12.2 





Dick Powell Theatre (Official) 


mraee-ew Bae. OrB0 ook ncencrteeesecas 12.0 
TOP FEATURE FILMS 

Gold Award Theatre KsD-TV 

Wh, BO2SO-2RSIS BM. oc asics tuenccucess 15.0 

Falstaff Summer Theatre 

KMOX-Tv Sat. 10:15-12:30 a.m. ......... 13.1 


Fabulous Favorites KPLR-TV Fri. 10-11:30 .12.0 
Late Show KMOX-TV Tue. 10:30-12:30 a.m. .10.5 


Early Show EMox-Tv Fri. 5-6 ..........-- 10.0 
TOP NETWORK SHOWS 
What’s My Line KMOX-TV ......0000200008 37.0 
Gunsmoke KMOX-TV cceveccesvesccocSGel 
Arthur Murray Party KSD-TV ............. 28.1 
eh Teen DRY 400scaceddewmin sous 27.7 
- All Star Baseball KsD-TV ............00- 27.1 
Loretta Young Presents KSD-TV ........-- 27.0 
Best of Groucho KsD-TVv 5.4 
Desilu Playhouse KMOX-TV 0 


I've Got A Secret. KMOX-TV 


David Niven Ksp-TV 
Have Gun, Will Travel KMOX-TV 
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2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Sea Hunt (Ziv) wkzo-rv Wed. 8:30 .....28.7 
. State Trooper (MCA) wkzo-Ty Fri. 8:30 ..21.0 

SA 7* (MCA) wkzo-Tv Sat. 1€:30 ...... 20.1 
. New York Confidential (ITC) 


WOSRTG TE BBD saccicnscovcvecivcs 14.2 

Huckleberry Hound* (Kellogg) 

WORST. TR. | ncvaceessevedcecvecesce 13.2 

Woody Woodpecker (Kellogg) 

Woar-tU Fim. $290 .cccccccacvccsvcecss 11.8 

U. 8. Border Patrol (CBS) woop-rv Tue. 8 11.6 

Superman (Kellogg) woop-tvy Tue. 5:30 .. 9.8 

Mackenzie's Raiders (Ziy) woop-Tv Tue. 7 . 9.5 

Roy Rogers (Roy Rogers Synd.) 

Serr ae. ee Os awbea o chee cesntcan 8.9 
. Popeye (UAA) woop-tv Sat. 11:30 am. .. 8.5 
- Topper (Schubert) wkzo-rv Tue. 6 ...... 8.0 
. Popeye (UAA) woop-Tv Tue., Thu. 6 ..... 7.7 
. Citizen Soldier* (Flamingo) 

woon-Tv Gum. 10:30 ...cccccccccccccses 5.9 

Foreign Legionnaire (Frantel) 

weenie Ge. BERS BA. 0 0d0055.cdsdescse 5.8 

TOP FEATURE FILMS 

. All Star Movie* woop-Tv Mon. 8:45-10:45 .23.3 
. Western Theatre* woop-tv Sun. 5-6 ...... 9.4 
. Early Show woop-tv Fri. 5-6:15 ........ 9.3 

Channel 8 Theatre woop-Tv 

Fri, 11:15-12:45 a.m. ....... cecnccee 88 

llth Hour Theatre wWKzo-TV 

Gat, LRsBO-2 Gm. 2c ccnccasccsccseves - 7.5 


TOP NETWORK SHOWS 











- ve Got A Secret WESO-TV ..ccccccccese 42.5 
. The Millionaire WKzO-TV ..............-39.2 

Father Knows Best WKzo-TV ...... 8 

Alfred Hitcheock Presents wkKz0-TV 6 

G.B. Thestve WEEO-TV ccccccccccccsces 3.9 

Desilu Playhouse WKZO-TV ..............33.1 

Have Gun, Will Travel wkzo-TV oseven emul 
. Gunsmoke WKz0-TV eeccecce cocvccec dh 
- desoph Cotten WERO-TV ...ccccccccces 28.9 

Zane Grey Theatre WKZO-TV .........2+::; 28.4 

SEATTLE-TACOMA 
5-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 

- Divoree Court (Guild) KING-TV Sat. 9 24.0 

Rescue 8 (Screen Gems) KING-TV Fri. 9:30 .22.8 
. Mike Hammer (MCA) kKING-TV Sun. 10 20.5 
- Sea Hunt (Ziv) KING-TV Sat. 10 ........ 16.9 

Death Valley Days (U. S. Borax) 

MinG-EV Tit. O 2. ccscccccesece cee 16.3 
. Decoy (Official) KING-TV Tue. 10 ........ 15.9 

Mackenzie's Raiders (Ziv) 

SIE TEE cccecunscéntnvcs 15.9 

Behind Closed Doors (Screen Gems) 

KING-TV Tue. 9:30 peaceceenscoececes 14.4 

Danger Is My Business (CNP) 

RaNO-OE TER.. BO occ cces0sysscices 13.4 
. Bold Venture (Ziv) Komo-Tv Mon. 7 ..... 13.2 

Colonel Flack (CBS) kinG-Tv Thu. 9:30 ..12.6 
. New York Confidential (ITC) 

BONNO-SC Bee. B28 cccesiewessccevesses 12.3 

Superman (Kellogg) KiNG-TV Mon. 6 ..... 12.1 

Woody Woodpecker (Kellogg) 

er TD ik ob e.o05 52 040 050s6006% 11.7 

Huckleberry Hound (Kellogg) 

MUO-OU. TOR. 6 occ cctsssiecercsnscincee 11.7 

TOP FEATURE FILMS 

Maisie Theatre KING-TV Mon. 8-9:30 ....12.3 

Masterpiece Theatre KIRO-TV 

We. BORO-29268 GM. cect svscccccecerss 10.3 

Big 7 Movie Krro-tTv Sat. 9:30-12 mid. .. 9.5 

Major Studio Preview Komo-Tv Sat. 10-11:45 8.4 

G.E. Showroom KTNT-TvV Wed. 8:30-10:30 .. 7.6 

TOP NETWORK SHOWS 

77 Sunset Strip KING-TV ................30.7 
. Welk’s Dancing Party KING-TV ........ -29.0 
. The Rifleman KING-TV ....... -9 
. The Real McCoys KING-TV 26.3 

Loretta Young Presents KOMO-TV .......... 25.9 

Maverick KING-TV ....... 7 
« RNS SIRO-EE n ccciccweccvvccccveses 3 
-. Bob Cummings KOMO-TV oe 
What’s My Line KImRo-TV ........... 0+ 0 38.6 














You cover ALL this 


$739,000,000 
South Georgia and Northwest 
Florida market only on 


WALB-TV 


CH. 10—ALBANY, GA. 





The only primary NBC 
outlet between Atlanta 
and the Gulf! 











® New 1,000 foot tower, 
316,000 watts power 


® Grade ‘B” area includes Al- 
bany, Thomasville, Valdosta, 
Moultrie, Ga. — Tallahassee, 
Fla. 


® Over $739,000,000 income 
. .. 750,000 people, 126,200 
TV homes 


® The only hometown station 
serving Albany, South Geor- 
gia’s only metropolitan market! 


WALB-TV 


ALBANY, GA. 
CHANNEL 10 


Raymond E. Carow, General Manager 
Represented nationally by: 
Venard, Rintoul & McConnell, Inc. 
In the South by James S. Ayers Co. 


One Rate Card 
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Leslie C. Johnson, vice-president and general 
manager of WHBF Radio and TV looks over... 


Letters of GOOD WILL— 
34 years in building— 
a productive PLUS for 
WHEBEF advertisers. 


STRONG & PRODUCTIVE FROM DEEP ROOTS 


WHBE 


Eastern lowa » RADIO & TELEVISION 


Covering Westera Illingis 





KMSO-TV 


SELLS 


all of western 


MONTANA 


e 47,600 TV HOMES 
@e ONE DOLLAR PER 1,000 
Ideal Test Market 


6/% 


share of evening 


AUDIENCE 


(Verifak Survey May 1959) 
Write - Wire - Phone 


Forjoe TV, Inc. 


2 WE 
CBS « NBC « ABC 


KMSO-TV 


Missoula, Montana 


National 
Representative 
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for SALADA tea. (DDB just acquired the 
account, with SSC&B taking over Lipton’s.) 
Minutes and ID’s start this month for 
eight and nine weeks in the company’s 
usual distribution area along the 

eastern seaboard. Bob Rich, 

assistant buyer, handled the schedules. 


SCHICK, INC. 

(Benton & Bowles, Inc., N. Y.) 
Some additional activity is on for SCHICK 
razors following that noted here Aug. 24. 

A number of new markets will get minutes 
in fringe nighttime slots, and current 
markets will receive more minutes and 
20’s. The new schedules will begin about 
the middle of the month and continue 
until shortly before Christmas. Sam Haven 
is the timebuyer. 


SOCONY MOBIL OIL CO. 
(Compton Adv., Inc., N. Y.) 

The first of this month saw new schedules 
start for MOBILGAS in about 50 top 
markets across the country, including 
the southwest area which was purchased 
for the first time. Prime 20’s will carry 
through the heavy-traffiic holiday season. 
Joe Burbeck is the timebuyer. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 
Activity was continuing at press time on 
the BLUE BONNET margarine schedules 
noted here last issue, with day and night 
minutes set in selected markets for 
about 10 weeks. Also, FLEISCHMANN’S 
SUPREME margarine set placements of 
minutes and 20’s for about seven weeks 
in selected areas. Len Soglio is timebuyer 
on Blue Bonnet, Conant Sawyer on 
Fleischmann’s. 


STATE FARM MUTUAL 
AUTOMOBILE INSURANCE CO. 
(Needham, Louis & Brorby, Inc., 
Chicago) 

This month some 15-20 selected markets 
across the country come up for renewal 
of STATE FARM schedules, and 
continuation in most is anticipated. 
Campaigns in each area are geared 

to budget, rather than specific time 
period, so lengths and frequencies vary. 
Most spots are aimed for male audiences, 
with news, sports and weather 
adjacencies used. Don De Carlo is 
the timebuyer. 


STOKELY-VAN CAMP, INC. 
(Lennen & Newell, Inc., N. Y.) 
Where about 30 markets ran schedules 
last fall for this firm’s PORK AND 
BEANS and other canned products, 
only eight top areas are being used 
this year. Placements of day and night 
filmed minutes and 20’s in strong 
frequencies start in about two weeks 
for seven-week runs. Chips Barrabee 
handled the buying, but a replacement 
buyer will take the account over at 
issue date. 


SUNSHINE BISCUITS, INC. 
(Cunningham & Walsh, Inc., N. Y.) 
While relying on network for most of its 
video advertising, this bakery is currently 
using spot schedules in a group of 
markets along the east coast to introduce 
a new package. Primarily 20’s in day 
and evening ‘times started the end of 
last month for eight weeks. Bill Birkbeck 
is the timebuyer. 


At SSC&B, Frank McCue assists Fred 
Spruytenberg who buys for Riviera 
Fine cigarettes and Carter Cream 


deodorant. 





TOP VALUE ENTERPRISES 
(Campbell-Mithun, Inc., 
Minneapolis) 

A number of markets in which TOP 
VALUE stamps are distributed reportedly 
get four- to six-week schedules of mostly] 


daytime minutes and 20's this month, 
Rudy Marti is the timebuyer. 


WANDER CO. 

(Tatham-Laird, Inc., Chicago) 

A report at press time had it that 
OVALTINE was winding up the biggest 
buy in its history for a campaign to 
begin this month. New films have been 
made, but the number of markets, 
frequencies and length of schedules weré 
not yet set. Broadcast supervisor 

Phil Gore is the contact. 


BUY KHOL-TV “oe 


Kearney, Nebr. 
Satellite KHPL-TV serves North Platte and McCook 








PROOF! 


MIDLAND - ODESSA 
Market in “‘Oil-Rich’’ West Texas 
is a Blue chip market. 


CSI PER HSLD RANK 


IN U.S.A. 
MIDLAND — 6th 
ODESSA—10th 


IN TEXAS 
MIDLAND — ist 
ODESSA — 2nd 


bo hannel | 
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Venard, Rintoul & McConnell, Inc. 
South—Clarke Brown Company 
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COMMERCIAL SHOWCASE ’59 (An Advertising Directory) 


CLIENT: American Home Foods 
AGENCY: Young & Rubicam, Inc. 
PRODUCER: Lars Calonius Productions, Ine, 
New York 





CLIENT: American Telephone & Telegraph 
(Color) 
AGENCY: N. W. Ayer & Son, Inc. 
PRODUCER: Audio Productions, Inc. 
New York 





72 October 5, 1959, Television Age 


CLIENT: Charles Antell 
AGENCY: Brown & Butcher, Inc. 
PRODUCER: HFH Productions, Inc. 
New York 

















CLIENT: Army Reserve 
AGENCY: Dancer-F itzgerald-Sample, Inc. 
PRODUCER: Gifford Animation, Inc. 
New York 








CLIENT: Arrow Shirts 
AGENCY: Lennen & Newell, Inc. 
PRODUCER: Klaeger Film Productions, Inc. 
New York 








My, CLIENT: Bissell 
m VW a a AGENCY: Clinton E. Frank, Inc. 
= PRODUCER: Televison Commercials, Inc. 


i: al » 
P BEN BLUES RUG CLEANER ‘ i% ' 
yr Hollywood 


a of} 
6 2425 © 
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COMMERCIAL SHOWCASE ’59 (An Advertising Directory) 


CLIENT: Brown & Haley 
AGENCY: Miller, Mackay, Hoeck & Hartung, 
New York 
PRODUCER: Ray Patin Productions 
Hollywood 





CLIENT: Camay Soap (Canada) 
AGENCY: F. H. Hayhurst Co., Ltd. 
PRODUCER: MGM-TV Commercial Division 
Culver City 
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CLIENT: Chase & Sanborn Coffee 
AGENCY: J. Walter Thompson Company 
PRODUCER: MGM-TV Commercial Division 
Culver City 

















CLIENT: Corn Products Co. 
AGENCY: Lennen & Newell, Inc. 
PRODUCER: Sarra, Inc. 
New York 





CLIENT: Corning Glass 
AGENCY: N. W. Ayer & Son, Inc. 
PRODUCER: Audio Productions, Inc. 
New York 





CLIENT: Coty, Inc. 
AGENCY: Batten, Barton, Durstine & Osborn, 
Inc. 
PRODUCER: MPO Television Films, Inc. 
New York 
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COMMERCIAL SHOWCASE ’59 (An Advertising Directory) 


CLIENT: The Drackett Co. 
AGENCY: Young & Rubicam, Inc. 
PRODUCER: Pelican Films, Inc. 
New York 








CLIENT: Ford Dealers 
AGENCY: J. Walter Thompson Company 
PRODUCER: Playhouse Pictures 
Hollywood 





ras NeverReen 
Tepsne er Bee 
Like Ihe 





CLIENT: Ford Motor Co. 
AGENCY: J. Walter Thompson Company 
PRODUCER: Elektra Film Productions, Ine. 
New York 
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CLIENT: Ford Motor Co. 
AGENCY: J. Walter Thompson Company 
PRODUCER: Gifford Animation, Inc. 
New York 





CLIENT: General Electric Rotisserie 
AGENCY: Young & Rubicam, Inc. 
PRODUCER: Wondsel, Carlisle & Dunphy, 
Inc. 


New York 





AGENCY: General Foods Corp. 
PRODUCER: Young & Rubicam, Inc. 
CLIENT: Ray Patin Productions 
Hollywood 
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COMMERCIAL SHOWCASE °59 (An Advertising Directory) 


AGENCY: General Mills 
CLIENT: Dancer-F itzgerald-Sample, Inc. 
PRODUCER: Lars Calonius Productions, Ine, 
New York 





CLIENT: Glade 
AGENCY: Benton & Bowles, Inc. 
PRODUCER: Wondsel, Carlisle & Dunphy, 
Inc. 
New York 
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CLIENT: The Greyhound Corp. 
AGENCY: Grey Advertising Agency, Inc. 


PRODUCER: Klaeger Film Productions, Inc. 


New York 





Shik t=- 


CLIENT: Robert Hall Clothes 
AGENCY: Arkwright Advertising Co., 
PRODUCER: Pelican Films, Inc. 
New York 





CLIENT: Hires Root Beer 
AGENCY: Maxon, Incorporated 
PRODUCER: HFH Productions, Inc. 
New York 








CLIENT: Household Finance Corp. 
AGENCY: Needham, Louis & Brorby, Inc. 
PRODUCER: Keitz & Herndon 
Dallas 
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COMMERCIAL SHOWCASE ’59 (An Advertising Directory) 


CLIENT: Household Finance Corp. 
AGENCY: Needham, Louis & Brorby, Inc. 
PRODUCER: Keitzs & Herndon 
Dallas 








CLIENT: Hygrade 
AGENCY: J. Walter Thompson Company 
PRODUCER: Ray Favata Productions, Inc. 
New York 
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CLIENT: Kellogg’s OK Cereal 
AGENCY: Leo Burnett Company, Inc. 
PRODUCER: MGM-TV Commercial Division 
Culver City 


CLIENT: Liebmann Breweries 
AGENCY: Foote, Cone & Belding, Inc. 
PRODUCER: Sarra, Inc. 
New York 





CLIENT: M. J. B. Co. 
AGENCY: Batten, Barton, Durstine & Osborn, 
Inc. 
PRODUCER: TV Cartoon Productions 
San Francisco 





CLIENT: Marlboro Cigarettes 
AGENCY: Leo Burnett Company, Inc. 
PRODUCER: MPO Television Films, Inc. 
New York 
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COMMERCIAL SHOWCASE ’59 (An Advertising Directory) 


CLIENT: Mattel Toy Co. 
AGENCY: Carson-Roberts, Inc. 
PRODUCER: Telepix Corp. 
Hollywood 





CLIENT: Mercury Division, Ford Motor Co, 
AGENCY: Kenyon & Eckhardt, Inc. 
PRODUCER: Van Praag Productions 
New York 
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CLIENT: Phillip Morris Cigarettes 
AGENCY: Leo Burnett Company, Inc. 
PRODUCER: MGM-TV Commercial Division 
Culver City 


CLIENT: National Biscuit Co. 
AGENCY: McCann-Erickson, Incorporated 
PRODUCER: Sarra, Inc. 
New York 





CLIENT: Nutrena Dog Food 
AGENCY: John W. Forney, Inc., Minneapolis 


PRODUCER: Animation Incorporated 
Hollywood 























CLIENT: Piel’s Herald Tribune Fresh Air 
Fund 
AGENCY: Young & Rubicam, Inc. 
PRODUCER: Ray Favata Productions, Inc. 
New York 
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COMMERCIAL SHOWCASE °59 (An Advertising Directory) 


CLIENT: Plymouth Division, Chrysler Corp, 
AGENCY: N. W. Ayer & Son, Inc. 
PRODUCER: Playhouse Pictures 
Hollywood 





CLIENT: Pontiac 
AGENCY: MacManus, John & Adams, Inc. 
PRODUCER: Klaeger Film Productions, Ine, 
New York 
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CLIENT: Post Sugar Coated Corn Flakes 
AGENCY: Benton & Bowles, Inc. 
PRODUCER: Van Praag Productions 
New York 





CLIENT: Procter & Gamble 
AGENCY: Leo Burnett Company, Inc. 
PRODUCER: Ray Patin Productions 
Hollywood 





CLIENT: Prudential Insurance 
AGENCY: Reach, McClinton & Co., Inc. 
PRODUCER: MGM-TV Commercial Division 
Culver City 








CLIENT: Purex Corp., Ltd. 
AGENCY: Foote, Cone & Belding, Inc. 
PRODUCER: Ray Patin Productions 
Hollywood 
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COMMERCIAL SHOWCASE ’59 (An Advertising Directory) 


CLIENT: Seven-Up Co. 
AGENCY: J. Walter Thompson Company 
PRODUCER: Ray Patin Productions 
Hollywood 








Sinclour 


CLIENT: Sinclair Refining Co. 
AGENCY: Geyer, Morey, Madden & Ballard, 
Inc. 
PRODUCER: Wilbur Streech Productions, 
Inc. 
New York 








CLIENT: Singer Sewing Machine Co. 
AGENCY: Young & Rubicam, Inc. 
PRODUCER: MGM-TV Commercial Division 
Culver City 
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CLIENT: 
AGENCY: 


PRODUCER: 


Sleex Girdles 

MacFarland, Aveyard & Company, 
Chicago 

Animation Incorporated 


Hollywood 





CLIENT: 
AGENCY: 
PRODUCER: 


Standard Oil of New Jersey 
McCann-Erickson, Incorporated 
Elektra Film Productions, Inc. 
New York 





CLIENT: 
AGENCY: 
PRODUCER: 


Theon Co. 

Joseph Reiss Associates 

Wilbur Streech Productions, 
Inc. 

New York 
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COMMERCIAL SHOWCASE °59 (An Advertising Directory) 





CLIENT: Twill 

AGENCY: Ettinger Advertising Agency, Inc. 
PRODUCER: Bandelier Films 
Albuquerque 





CLIENT: Twill 

AGENCY: Ettinger Advertising Agency, Inc. 
PRODUCER: Bandelier Films 

Albuquerque 














CLIENT: West Coast Savings 
AGENCY: J. W. Raymond Advertising, Inc. 

PRODUCER: Telepix Corp. 

Hollywood 
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INDEX OF COMMERCIAL PRODUCERS 


ADVERTISING IN THIS SECTION 


Animation, Inc. 

736 North Seward St. 

Hollywood 38, Calif. 

Hollywood 4-1117 . . page 83, 87 


Audio Productions, Inc. 

630 Ninth Ave. 

New York 36, N. Y. 

Pieen TOTP ockeuswacs 72,75 


Bandelier Films 

1837 Lomas Blvd. N.E. 
Albuquerque, New Mexico 
Chapel 3-5848 ......... 88, 88 


Lars Calonius Productions, 
Inc. 

45 West 45th St. 

New York 36, N. Y. 

Fanten 74OO « cccicnvss 72, 78 


Elektra Film Productions, 
Inc. 

33 West 46th St. 

New York, N. Y. 

Judson 2-3606 ......... 76, 87 


Ray Favata Productions, Inc. 
165 West 46th St. 

New York 36, N. Y. 

Judson 2-5860 ......... 80, 83 


Gifford Animation, Inc. 

165 West 46th St. 

New York 36, N. Y. 

Judson 2-159] ....0.00% 73,77 


HFH Productions, Inc. 

216 East 49th St. 

New York 36, N. Y. 

Fadeon 2-506S ....cccss 72,79 


Keitz & Herndon 

3601 Oak Grove Ave. 

Dallas 4, Texas 
Taylor 4-2568 ......... 79, 80 


Klaeger Film Productions, 
Inc. 

1600 Broadway 

New York 19, N. Y. 

Judson 2-5730 ...... 73, 78, 84 


MGM-TV Commercial 

Division 

MGM Studios 

Culver City, Calif. 

Upton 0-331] ...... 74, 74, 80, 
82, 85, 86 


MPO Television Films, Inc. 
15 East 53 St. 

New York 22, N. Y. 

Murray Hill 8-7830 ....75, 81 


Ray Patin Productions 

6650 Sunset Blvd. 

Los Angeles 28, Calif. 

Hollywood 2-1147 ..74, 77, 85, 
85, 86 


Pelican Films, Inc. 

46 West 46th St. 

New York 36, N. Y. 

ee EO: ea 76, 79 


Playhouse Pictures 
1401 N. La Brea Ave. 
Hollywood 28, Calif. 
Hollywood 5-2193 ..... 76, 84 





Sarra, Inc. 

200 East 56th St. 

New York 22, N. Y. 

Murray Hill 8-0085 . .75, 81, 83 


Wilbur Streech Productions, 
Inc. 

135 West 52 St. 

New York 19, N. Y. 

Judson 2-3816 ......... 86, 87 


Telepix Corp. 

1515 N. Western Ave. 
Hollywood 27, Calif. 

Hollywood 4-7391 ...... 82, 88 


Television Commercials, Inc. 
Paramount-Sunset Studios 

1456 N. Bronson Ave. 
Hollywood 28, Calif. 

Hollywood 2-6282 ......... 73 


TV Cartoon Productions 

222 Kearny St. 

San Francisco, Calif. 
LS? Se 8l 


Van Praag Productions 

1600 Broadway 

New York 19, N. Y. 

Pe EE Caihg eps 82, 84 


W ondsel, Carlisle and 
Dunphy, Inc. 

1600 Broadway 

New York 19, N. Y. 
eS) 77,78 
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Another ACME FIRST! 


The only 
laboratory offering 


COMPLETE 
SERVICE Panter fee 


Shown above 2 Ampex Video Tape Recorders and master control console. 


in BOTH Film and Videotape’ 


Including the finest in 


VIDEOTAPE* TO FILM TRANSFERS 
VIDEOTAPE* RECORDING 
We are proud of our new VIDEOTAPE* DUPLICATING 


installation and invite your inspection 


Call HO 4-7471 VIDEOTAPE* VIEWING & EDITING 





acme 
film | 
laboratories, inc. 


*T.M. Reg. Ampex Corp. 


1161 N, Highland Ave 
= Hollywood 38, Calif. 
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(Continued from page 29) 


Inc.) literally brought the client's 
trademark to life. The trademark in 
this case is the Dreyfus lion, seen on 
film going to work during the rush 
hour in downtown Manhattan. He 
emerges from a subway station, walks 
down Wall Street, 
pany’s office at 2 Broadway through 


enters the com- 


revolving doors and finally takes his 
place atop the Dreyfus logo. This idea 
was worked out despite the sponsor's 
need to maintain a dignified and con- 
servative image. The technique might 
be described as imaginative conserva- 
tism. 

To tell such a story on film, MPO 
employed the closest coordination be- 
tween its New York and Hollywood 
production centers. All background 
footage was shot on location in New 
York with Hollywood consulted on 
questions of angle and perspective so 
that when the footage arrived on the 
west coast that studio was prepared 
with an accurate studio setup for the 
filming of foreground action involv- 
ing the live lion. (Because of time re- 
quirements, this particular lion could 
not be brought to New York. He was 
slected, however, as carefully as an 
actor is.) 


Lion Motif 


In order to achieve the atmosphere 
of early morning New York, composer 
Morris Mamorsky was commissioned 
to score the commercial. In his Drey- 
Mr. Mamorsky used Saint- 
Saen’s March of the Royal Lion as a 
motif and combined it with an 
original contemporary theme repre- 


fus score, 


senting the city awakening and going 
to work. The realism achieved in the 
commercial, says MPO, can be at- 
tributed to its tight east-west produc- 
tion coordination. 

Another example of tight coordina- 
tion (this time between camera crew 
and optical department) is a Corning 


LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9?-3400 


Telephone Message Service 
222 E. 56th St., New York City 












Harley M. West Jr. has been named 
local sales manager of WTOL-TV 
Toledo, it has been announced by 
Thomas S. Bretherton, executive vice 
president. Mr. West has been with 
the station since it went on the air 
Dec. 5, 1958, and before that was 
general manager of WKST-TV-AM 
Youngstown. 





Ware 60-second commercial com- 
pleted by Audio Productions for N. 
W. Ayer. A strobe technique (multiple 
exposure of one image) is used in this 
commercial enabling the producer to 
show a woman in three different parts 
of a kitchen at one time, an effect 
made possible, says Audio, only by 
close work between studio camera 
crew and the company’s optical de- 
partment. 

The strobe technique has been used 
with some effect by many producers. 
Arco Film Productions, for instance, 
has used it in a Johnson & Johnson 
(Young & Rubicam). 
Arco, which produces here and in 
Paris, made the award-winning An 
American Visits Paris for Chevrolet 
through Campbell-Ewald. That com- 
mercial carried the technique of using 
only a few copy points to the last ex- 
treme: not a word is spoken for its 
two full The company’s 
Impala line was pitched without a 
driver as it sped through the streets 


commercial 


minutes. 


of Paris, operating by remote control. 

The technique did two things: it 
allowed, almost forced, the viewer to 
identify himself as the driver of the 
vehicle, and it gave a better view of 
the attributes of the car (its roomi- 
ness, visibility, form, etc.) . 

Eric Eisner, president of Arco, at- 
tributes much that is new and refresh- 
ing in American commercials to the 





MOHAWK 
GOLDEN 


SERWICE) 


a, 


NEW YORK 


UTICA-ROME ® SYRACUSE 
BINGHAMTON @ ROCHESTER 


ELMIRA-CORNING ® BUFFALO 


. and from Detroit and Erie, Po., through 
€ Upstate New York to New England and Boston ! 


MOHAWK 


serves 
Westchester 
County 
Airport 
direct { 


For 
- information and reservations: 
IN NEW YORK CITY 
LO 3-7373 


IN WESTCHESTER CO. 
White Plains 8-5555 


IN NEW JERSEY 
Newark MA 4-9588 


OR YOUR TRAVEL AGENT 
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Acceptance — acceptance at the point-of-sale: 


That’s how the sales volume grows. 

It grows with a pre-interested, pre-sold, 
pre-disposed buyer, ready to listen and give 
credence to your important story. 

It’s a success story that has it’s best possible 
beginning in the publication that offers 

the kind of complete television information 
more television decision-makers want. 


That’s because Television Age is 100% television. 


The percentage is all in your favor when 
you open doors with Television Age. 


the climate is compelling 


“You can go right in, sir—he’s expecting you!’’ 
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“. WONDER IF THIS TV 
ANIMATED SPoT IS ANY 
GOOD ? iT MUST BE.... 


PANTOMIME P \cTURES 


MADE IT“ 


PANTOMIME PICTURES, INC. 
2221 W. Olive, Burbank, Calif. 
THornwall 2-1147 











THE 
LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings on 
KDKA-TV, Pittsburgh 








Wire .or phone 
Art Kerman 
today “for Z 


availability 


in your market, 


GOVERNOR TELEVISION 


375 Park Avenue, N.Y.C. 
PLaza 3-6216 


















94, October 5, 1959, Television Age 


Europe, 
shown in 


European influence. “In 


where commercials are 
theatres to paying audiences, you have 
to be entertaining, you have to hold 
them, or you get booed right out of 
the place.” 

Mr. Eisner feels that the identity of 
many individual products is being lost 
here because of a play-it-safe, imita- 
tive attitude at some agencies. “Zest 
in a swimming pool, Newport in a 
sailing boat, Gillette on water skiis- 
when the viewer sees water now he 
must see nothing more than a blur of 
images. Is he being sold toothpaste, 
a deodorant or a bra? As far as I can 
see, the clients are more progressive 
than the agencies.” 


Visual Squeeze 


A discussion of new, or re-worked 
approaches to commercials would not 
be complete without an examination 
of the visual squeeze technique—the 
combination of a series of still photo- 
graphs, an original score and copy 
either sung or narrated as the photos 
move. Although some agency produc- 
ers feel the technique is limited, one 
producer alone, Transfilm, has com- 
pleted more than 50 squeeze com- 
mercials in the past year. 

Four all-art whimsical squeeze com- 
mercials for Page & Shaw chocolates 
(Horton, Church & Goff, Inc., Provi- 
dence) are now on the boards of 
Transfilm-Wylde Animation, a new 
Transfilm affiliate. They feature the 
art of staffer Bill Elder, formerly of 
Mad comics. 

Transfilm at present is at work on 
a series of commercials for an auto- 
motive sponsor which combine live 
action with art backgrounds. Pre- 
viously done by rotoscope process 
(frame by frame matting), Transfilm 
is using a form of self-matting with 
Eastman color negative. This com- 
plete process, company officials esti- 
mate, can save a client as much as 
25 per cent on commercials of this 
type. 

Alphonse Normandia, tv art direc- 
tor at BBDO, recently conceived some- 
thing slightly offbeat in animation, 
which was produced by Transfilm. 
The commercial, for U. S. Steel, was 
about Henry the VIII, and so it was 
done in a wood-cut style, typical of 








the book illustrations in that era. 
Animation is a complex subject al] 





in its own. It is an expensive process 
but it is often an effective one, judg 
ing from numerous rating services, If 
discernible trend i 






there is any 





animation this year it might be te 





ward the use of fuller characters, a 
opposed to substanceless ones. HFH 






Productions, Inc., is working on a job 
in which pasteboard characters, com 
plete with real shadows, will be used 
Robert Lawrence Productions 
completed a one-minute spot for S$} 
zone Anti-Freeze in which the 








work was designed by a print a 
Peter Cooper, director of the pr 
er’s animation unit, says that the 
mercial is something like a print 
with movement, with linear chara 
photo 
Cooper has used a technique in sew 







working over props. 





commercials which is designed to 
animation more texture—white li 
are done on black, rather than the re 
verse, to achieve a chalk feeling. 






More Animation? 


Fred Levinson, executive producer, 
Transfilm-Wylde Animation, is com 
vinced that we can look forward to 
“an increasing number of animated 
commercials with more humanized 
characters. They'll be cute rather than 
weird—real instead of unreal. The 
cold, unfeeling concept of animation, 
created more for the sake of design 
than emotion, will be limited to very 
special situations. When they us 
animation, sponsors are finding great 
er product identification with the 
warmer, more understandable cartoon 
character.” 

Obviously, not all of these com 
There are 
others, still in the planning stage @ 


mercials will succeed. 
locked in the conference room, which 
are designed to entrance and there 
fore ensnare the consumer. And there 
are countless more in which nothing 
very much will be attempted. 

Since more advertisers have dis 
covered that they must use television 
in a creative way (as they must us 
magazines or newspapers creatively} 
we can look for more experiments, and 
perhaps (implausible thought) to 
new art form: the television com 
mercial. 
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PHILADELPHIA 


WELCOMES... 





The Broadcasters’ Promotion Association has planned 
an unusually fine get-together for 1959! Our conven- 
tion “call letters” are C-O-M-E! 

There'll be more sound and practical promotional 
ideas unveiled than you can shake a rate card at. We 
also want to hear what new marvels of merchandising 








you have in motion on behalf of your channel or 
frequency! If you're interested in the broadcast adver- 
tising, promotion or publicity field, the convention is a 
must for you! This year, there’s an extra feature to the 
affair: a few days of fabulous Indian Summer in 
Philadelphia! 


BE SURE TO CLIP THIS COUPON WW 




















sunday through Wednesdoy Pree | ee ee Ee 
November a St. Broad fers’ Pr ei Ass'n. 
1701 Locust | 
Warwick Hotel — 3800 190 North State Street 
Telephone: PEnnypacker 5- ; Chicago 1, Illinois 
e : 
ow! Dear Bill: 
REGISTER NI . Yes, indeed! | plan to attend the 4th Annual BPA Convention in Philadelphia. 
istration: $35.00 before My check in the t of $. is losed. I'll follow-through on my 
Full reg $40 00 thereafter. ; hotel reservation. 
Oct. 1S: ecion tickets also NAME 
“»qle-session tickets ae re 
pte“ upon es on | ADDRESS 
city STATE 








BROADCASTERS’ PROMOTION ASSOCIATION, INC. 


Chicago 1, lil. ANdover 3-0800 





State-Lake Building * 190 North State Street 
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says Joe Bauer, General Manager 


WINK-TV 


FORT MYERS, FLORIDA 


“Once you begin doing busi- 

ness with U.A.A. you con- 
tinue,” says WINK-TV’s 
Joe Bauer. He enthusiasti- 
cally exclaims: 


**POPEYE and WARNER BROS. 
Cartoons have terrific appeal 
and POPEYE has held the top 
rating in our area since it was 
first presented. We are also 
more than satisfied with U.A.'s 
‘52 AWARD GROUP'—it's the 
best package of feature films 
ever offered!’ 


Don’t miss out another day 
—cash in on TV’s best, most 
profitable products. Get in 
touch with us today and 
learn how U.A.A. caters 
to every market, every 
sponsor! 


UNITED ARTISTS ASSOCIATED, inc. 


NEW YORK, 247 Park Ave., MUrray Hill 7-7800 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 

LOS ANGELES, 400 S. Beverly Dr., CRestview 6-5886 





96 


October 5, 1959, Television Age 
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Magic 


tional material has improved—we ve 
learned how to instill drama in pro- 
grams, and we've learned how to treat 
controversy fairly and intelligently.” 
Finally, public events have made for 
an increasing viewer awareness of 
major issues, and “through tv, they 
have those issues personalized for 
them.” 

Although Mr. Mickelson finds it 
difficult to say which of these factors 
played the most important role in the 
growing acceptance of public service 
programming, it would appear as 
though the techniques developed by 
his unit over the years are as para- 
mount as any. A kind of trade-mark, 
acknowledged even by the competition 
in moments of weakness. seems to dis- 
tinguish the productions of CBS News. 

The CBS executive describes the 
technique in this way: “A realism is 
involved, as opposed to the motion 
picture screen which resorts to a cer- 
tain extent on artificiality. We try to 
create a reality in that living room 
which doesn’t depend on artificial 
techniques. To this end we put an 
enormous amount of stress on good 
reporting, thorough research, which 
bring the camerman and correspon- 
dent to a point of full and complete 
understanding so that the viewer will 
also understand. In this sense we don’t 
show but a 


produce a pictorial 


analysis of the problem or event.” 

But the execution of this technique 
depends almost entirely on a trained 
and competent staff which took years 
to build and maintain. Mr. Mickelson 
describes his staff as an argot breed. 
men whose backgrounds include 
documentary film, wire service, news- 
paper and magazine—all of which are 
used to advantage in the unit's pro- 
ductions. 

Perhaps the most striking illustra- 
tions of divisional growth have oc 
curred in the public affairs and sports 
areas. The news department ha 
shown consistent gains over the years, 
of course, but nothing quite as dra- 
matic as has occurred in the other de- 
partments. In 1954, for example, 395 
half hours of public affairs program- 
ming were telecast, and of these. 


precisely none were sponsored. 





In 1956 296 half hours were pre. 
sented, and 19 of them found spon- 
sors. In 1958 34814 half hours of pub- 
lic affairs shows were aired, and 66 of 
them were sold. In 1959, out of the 
320 half hours scheduled, 72 have 
found backers. These figures exclude 
such sponsored series as Small World 
and CBS Reports. 

A comparable growth canbe noted 
in the sports area. In 1955, 31 per cent 
of the 145 and three-quarter hours 
telecast were sponsored, and by 1956 
the figure had climbed to 66 per cent 
of 206 hours. Of the 276 hours of 
sports programs presented in 1958, 78 
and two-thirds per cent were sold. 
This year, incomplete figures show 
that 72 and three-quarter per cent of 
286 and one-half hours have been 
sold. 

These investments were justified by 
audience figures. Thus the past sea- 
son’s average rating for Twentieth 
Century, according to Nielsen, was a 
14.9, for an average share of 29.1. In 
terms of average homes, 6.3 million 





400% 
~ INCREASE 


6,000,000 eyes/ears 
listen/watch Green 
Bay's Channel “5”. 
This is why in June, 
July and August Wash'n 
Curl showed a 400 percent ~ 
increase over sales in March, — = 
April and May Their schedule © 
ran exclusively on WFRV! , 
Wash'n Curl’s v:markable in- —© 
crease in sales, authenticated by "” 
a wholesale drug firm proves the of 
effectiveness of Green Bay's qual- 
ity station. Another sure proof of” 


. . . the best cost per million 


wtrv 4 
green bay S nbc — 


caine lites 
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FAMOUS MEASURING 


The 
standard 
by which 
others 

are judged 


INSTRUMENTS: 


2 

















his meter bar, made of an alloy 

of 90% platinum and 10% 

iridium, is the standard 

that governs all metric 

measurements of length in the United 

States. It is Prototype No. 27 of the inter- 

national standards kept at the Inter- 

national Bureau of Weights and Measures, 
at Sevres, in France. 

An accurate copy of the inter- 
national standard, compared with it at 
regular intervals to make sure it is still 
aecurate, this meter bar has engraved on 
its surface two parallel lines. The distance 
between them is the primary standard for 
all metric measurements of length. This 
meter bar is kept at the United States Na- 
tional Bureau of Standards, in Washington. 

There are no such precise gauges in 
the measurement of mass audiences in tele- 
vision. This is why such measurement is 
difficult, at best. But American Research 
Bureau, pioneer in the field, is regarded as 
the ultimate in precision (within its own 
rigidly defined limits), offering the most 
precise measurements possible and report- 
ing them to ARB clients with Accuracy .. . 
Reliability . . . and Believability. 











As a measurement of all television viewing 
to all stations (direct, by community an- 
tenna or translator station), ARB’s family 
viewing diary is second to none. No other 
data-gathering device approaches its care- 
ful preparation and field testing. But it is 
not diary measurement alone that ensures 
reliability. It is the manner of application, 
with its many safeguards against distor- 
tion, that sets ARB’s validity apart. Skilled 
interviewer supervision and the experience 
of many years in handling over 20,000 
family viewing records per month have 
established ARB’s diary measurement 
technique as the utmost in... 


Accuracy... Reliability... 
Believability 


AMERICAN 
RESEARCH 
BUREAU, INC. 


WASHINGTON NEW YORK CHICAGO 
LOS ANGELES 

























PREVIEW'S 
PRODUCERS 
Benviseo ... 


yy THREE DELUXE THEATRES— 
seating to 70, offering an extensive 
variety of projection facilities in- 
cluding 16mm, 35mm—magnetic or 


optical — all interlock combina- 
tions. Cinemascope, stereophonic or 
optical. 


yy EDITING SERVICES— 

fully equipped modernized air 
conditioned cutting rooms, some 
with private offices. 


yy RENTAL— 
off premises rental of editing 
equipment. 


yy FILM STORAGE VAULTS 





Conveniently located in midtown 
Manhattan. All facilities available 
24 hours a day. 


William B. Gullette, Pres. 








PREVIEW THEATRES, Inc. 


1600 BROADWAY, N. Y. C. 
CIRCLE 6-0865 









CERTIFIED 
FILM STORAGE 


for 
500,000,000 feet 
NOW AVAILABLE 


@ Complete Records 


®@ Access Service 
@ Delivery Anywhere 


QUALITY DISCOUNTS 


COMPLETE FILM SERVICE CENTER 


Services provided: 

DISTRIBUTION + INSPECTION + GRADING 
& CLEANING + REPAIRING & REJUVENA- 
TION + SCRATCH REMOVAL + PROTECTIVE 
COATING + EDITING + COMMERCIAL 
INSERTIONS + STORAGE 


BEXING FILM SERVICE 

CENTER 

1025 N. Highland Ave., Hollywood 38, Calif. 
HOllyweed $-8181 
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| were reached per telecast. The highest 


rating the show achieved during the 
past season was a 20.2, or 33.6 share 
(for The Remagen Bridge, shown in 
January). Air Power, figures for the 
1956-57 season indicate, received an 
average rating of 20.7, for a 384 
average share. 


The Nielsen figures indicate only 
that such programming attracts large 
audiences, a fact that may come as a 
surprise to many package goods ad- 
vertisers who are looking for num- 
bers. On a cost-per-thousand basis, the 
division feels it operates on a compe- 
titive basis with the average network 
program. 

As an example, each of the CBS 
Reports, which will pre-empt a prime 
nightime hour on CBS-TV, is expected 
by the unit to win a Nielsen average- 
audience rating of approximately 
17.0. In turn, this would mean a 
minute-by-minute audience of ap- 
proximately 7.8 million homes. At a 
gross per-program price of $50,000 
and a gross-per-class-A-hour cost (on 
157 stations) of $123,865, CBS News 
estimates the series would deliver a 
cost-per-thousand homes per com- 
mercial minute of $3.71. This cer- 
tainly matches, the unit feels, the 
average nightime cost per thousand 
for all nightime shows on the three 
networks, which was $3.72 in 1958. 
Should the average audience rating 
reach 21.0, the CPM for the series 
would amount to $3.01, according to 
CBS News. 

Bob Lang, director of sales for 
CBS News and a member of Mr. 
Mickelson’s management team, says 
that the form in which CBS is now 
projecting these properties makes it 
economically feasible for even small 


‘advertisers to take advantage of them. 


Mr. Lang today finds himself in the 
enviable position of being sought after 
by top agency executives, when a few 
years ago he considered himself lucky 
to get the attention of some of the 
junior executives. “CBS is currently 
in the midst of a commercial revolu- 
tion—we're selling without super 
salesmen and without pilots. We're 
selling a track record—one helluva 
track record that has been built up 


over the years.” (It is understood 


that Eyewitness to History, 14 special 








programs devoted to the Khrushchev- 
Eisenhower exchange of visits, was 
sold to Firestone in precisely this way 
—the unit’s reputation for deliver. 
ing.) 

The management decision to launch 
a special series of documentaries deal- 
ing with major current events to be 
aired in prime time appears to have 
attracted still more advertisers. Plans 
for the series, CBS Reports, call for 
12 programs the first year, 26 the sec- 
ond and 52 the third. Bell & Howell 
and Goodrich will share sponsorship 
of the first six; reportedly, its just a 
matter of time until the remaining 
half dozen are sold. 

The commercial acceptability of 
CBS News programming has led to 
the establishment of a unit devoted 
exclusively to creating formats for 
sponsorable news and public affairs 
series. The unit is headed by Irving 
Gitlin, program executive—creative 
projects, who is now exploring new 
ideas and new projects. 

In the seasons to come, viewers will 
undoubtedly see more that is topical, 
informative and interesting, since ad- 
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Dependability 


Experience 


(Quality 


Studio: 385 3rd Ave. 


MUrray Hill 3-9938 
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The media analysis team of Brooke, Smith, French & Dorrance, inc. in a “do not disturb,” “right-through- 
lunch” emergency session. L. James Schneider, Vice President and Account Executive; George Johnston, 
Vice President and Director of Media; John S. Pingel, Vice President and Account Supervisor; Hal E. Rumble, 


Media Supervisor; Charles V. Hicks, Vice President and Creative Supervisor. 


It happens all the time—in every agency —sudden change in the client’s plan 
calls for more space per ad; more time per commercial... and with the same 


budget! No time to lose. Figure it out right now. 


As Brooke, Smith, French & Dorrance points out, these decisions are not made 
on “numbers” alone... what’s making them thump their skulls and pound the | 
table is the miserable chore of resolving the relative virtues of the many similar 
media that had been painstakingly worked into the schedule before the change- 


order came through. 


Your sales representatives, your promotion have made their impressions on some 
or all of these decision makers—so have your competitors’— but who is selling 


them now? 


with a properly planned, strategically positioned Service-Ad in SRDS 


YOU ARE THERE selling by helping people buy 


SROS STANDARD RATE & DATA SERVICE, IN. @ @ 
the national authority serving the media-buying function 
Walter E. Botthof, Publisher ona a 


1740 Ridge Avenue, Evanston, IIl., Davis 8-5600 
Sales Offices — Evanston, New York, Los Angeles, Atlanta 


DOUBLE OR NOTHING 


the decision: more in some media, nothing in others 
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know that the Terre Haute 
market is not covered 
effectively by outside TV 


WTHI-TV 


| © Stecranne: 10-ces—asc | 


TERRE 
HAUTE 


INDIANA 


Represented Nationally 
by Bolling Co. 


Ad No. 59-F5—2'%”" x 5” 


H¥5 time fo roll up your sleeve... 


/\. GIVE 


CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 


vertising money in public affairs and 
news programs can only spur bigger 
and better programs of that nature. 
Mr. Mickelson approaches the future 
with something like cautious op- 
timism. “We must be careful in taking 
on too much of a burden because we 
don’t want to produce so much that 
we reduce effectiveness. We’re never 
going to stake our reputation on quan- 
tity to the expense of quality.” 

A well-known figure in the field 
loosely called electronic journalism, 
Mr. Mickelson directs a staff of ap- 
proximately 600. He was named to 
his present post in 1954, when the 


| news and public affairs departments 
of the CBS television and radio net- 


works were integrated into a single 
autonomous operation serving both. 
He was the first director of news and 
for CBS-TV 
1951-1954) and was instrumental in 
setting the 


public affairs (from 


pattern for television 


journalism as it has developed, estab- 


| lishing the first network film-gather- 


ing organization and suggestimg the 
development of the “two projector” 
technique. Mr. Mickelson was active, 
of course, in the first pioneering tele- 
vision documentaries of that day. 
Beginning his journalism career as 
a reporter and editor of the Sioux 
Falls Argus Leader and newscaster for 
radio station KSOO in that city, Mr. 
Mickelson eventually moved to teach- 
Louisiana 


ing—of journalism—at 


State University, Kansas University 
and the University of Minnesota. In 
1943 he joined CBS as news director 
of wcco Minneapolis, then an owned 
station. There he was named succes- 
sively director of news and special 
events, director of public affairs and 


production manager. In December of 
1949 he was transferred to New York 
as director of public affairs and iw 
July of 1951 he was appointed direc 
tor of news and public affairs fon 
CBS-TV. A _ native of Minnesota 
(where a lake has been christened 
after him) Mr. Mickelson is married” 
to the former Maybelle Brown. They 
have a son and a daughter and rey 
side in Greens Farms, Conn. 

As head of a world-wide organiza. 
tion with tremendous influence, Mr. 
Mickelson is aware of the 


persuasive television. Its 


acutely 
power of 
most distinctive attribute, he says, ig 
its “capability of implanting ideag 
more effectively and lastingly through 
a blending of sight, sound and motion, 

. No medium reaching the masses 
is able so successfully to present ins 
formation and ideas so graphically 
and to illumi 
nate the subtleties and nuances which 
defy adequate description print, 
With this power to attract and hold 


millions, television’s capacities fay, 


and understandingly, 


sood are enormous.” 








CAMART DUAL 





SOUND READER 
Model SB-IIl 


U.S. Pat #2,819,646 
Complete with optical sound repro- 
duction head (choice of magnetic 
sound) base plate, amplifier-speaker. 
For single or double system sound. 
Easy to handle, no twisting film. An 
unbeatable combination with the Zeiss 
Moviscop 16mm precision viewer, 
sharp brilliant 24, x 34% picture. 


= Dual Reader, less viewer $ 195.00 
Leiss Moviscop viewer 99.50 


Write for Catalog of Film Editing & Handling Equipment 


THE CAMERA MART. INC. 


1845 Broadway (at 60th St.), New York 23, N. Y. * 


Plaza 7-6977 
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PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD Story Board Pod 


The pad that has big 5 x 7 
video panels that enable 
you to make man-sized TV 
visuals. Perforated video 2 

and audio segments on gray | - 
background. 


No. 72C—Pad Size 14x 17” 
(50 Sheets—4 Segments on Sheet) 








Tomkins TELEPAD 


Most popular TV visual pad 
with 224" video and 
audio panels on gray back- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 

(50 Sheets—12 panels on Sheet) 
No. 72B—Pocket Size 8 x 18” 

(75 Sheets—4 panels on Sheet) 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letter- 
head for 200-page cata- 
log of art supplies. *'An 
Encyclopedia of Artists 
Materials'’ 


ARTis 
ear. sms 





2 West 46th St., New York 36, 
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MOHAWK midgetape PROFESSIONAL s00 


FEATURES World's First Broadcast Quality 


Exclusive VU METER for distortion control 
TAPE SPEED: 334" per second Pocket Tape Recorder 


FREQUENCY RESPONSE: 50-10,000; + 3 db A Palm-size Engineering Masterpiece that instantly cap- 
Bg , REP ae tures and records any conversation, music or other sound 
Zero VU at 600 ohms ' and plays it right back in rich, professional Hi-Fidelity 
Requires NO ELECTRICITY quality for the man who requires and demands the finest 


Operates on a SINGLE battery : i . n : 
Completely TRANSISTORIZED in portable recording equipment. The Professional 500 is 


Weighs ONLY 3 Ibs. . ° . 
All recordings can be MONITORED used by leading TV and Radio stations. 


aeeert accessories for every conceivable HEARING IS BELIEVING 





For literature and a Free Demonstration in your office, write Dept.-HF 


et I Ol ort — he 


business machines corporation 





944 halsey st., brooklyn 33, new york telephone glenmore 5.9570 








See HERE... 

I'M BILL STURM 
AND I'D LIKE TO 
KNOW JUST HOW 
YOU EXPECT ME 
TO FEATURE A 
STORY ABOUT OUR 
GREAT LIVE ACTION 
BESIDES OUR 
ANIMATION 
IN THE CO}? 

OF THIS 


has 
been 

a 
leader 


a 


G EQUIPMENT 


LARGEST SUPPLIERS OF 


MOTION PICTURE, TV AND 


i tedel—aa ai Vie lepselei-7-¥ =i le 


EQUIPMENT IN THE EAST 


SALES - RENTALS - SERVICE 


333 West 52nd Street, New York City, Circle 6-5470 


ates 
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Spots Sell Painting Contracts 


If sales representatives for KFMB-TV San Diego want to include Buffalo, 
N. Y., within its area of effective circulation, the station can bring out a 
letter from a Buffalo painter who answered an ad that ran on San Diego’s 
channel 8. 

Actually, the painter wrote that he had not picked up the commercial 
on his tv set some 3,000 miles away, but had heard about it in a letter 
from a west-coast friend. Still, the spot campaign by a local paint con- 
tractor brought such amazing results that the station is justifiably proud. 

The contractor, Brown & Associates, Inc., bought 12 spots on KFMB-TV 
(against the advice of the area’s leading paint shop). Each announce- 
ment mentioned home developments painted by the company, requested 
new painting contracts of any size and asked journeymen painters to 
apply for employment. 

Numerous phone inquiries followed each spot. Two dozen painters 
from the Los Angeles area called for further information. Localites told 
friends in other cities (such as Buffalo) about the jobs. Within a short 
time the San Diego union reported the labor pool in the area had in- 
creased from 1,600 to 2,000 men—and attributed the increase directly 
to the tv campaign. 

Earle Brown, company president, said, “We found we can attract both 
quality jobs and workmen through the tv medium. At first, we consid- 
ered newspaper advertising, but investigation showed the tv campaign 
would cost little more initially (total cost, $321), and in the light of the 


00 Ue eae eenenennenenernanong 


results. the value received is immeasurable.” 


Summer (Continued from page 33) 


—Melnor’s name was given six times 
more often than any other.” 

Both the newspaper market and 
the control market were nearly alike 
in results, he reported, despite the 
fact that the same amount of money 
spent in the tv market bought con- 
siderable newspaper space. Television 
seemed so effective that the agency 
considered further tests for verifica- 
tion of the results; but the client gave 
an immediate go-ahead for a full spot 
campaign the following spring. 

Terrytoons set to work to produce 
an animated film that would show the 
unique oscillating action of the 
Melnor sprinkler, illustrating how it 
covers a rectangular area. Norman 
Seiden and Sam Warshauer, presi- 
dent and sales manager of Melnor, 
conferred with its agency to formulate 
budget and strategy. 

Believing that video would produce 
sales results much greater than in 
previous years, the idea of using past 
sales figures to determine each 
market's advertising budget was dis- 
carded. Instead, the Smith-Greenland 
research department determined the 





Pee} 


number of detached dwelling units 
per market. Obviously, residents of 
such units would be more likely pros- 
pects for lawn sprinklers than would 
apartment dwellers. 

At the fall hardware dealers’ show 
in New York, Melnor received an- 
other indication of tv’s effectiveness 
when the firm announced that its 
spring promotion would be almost en- 
tirely in the medium. Sales to whole- 
salers and distributors jumped con- 
siderably on the basis of the an- 
nouncement alone. 

Early in April, media director Les 
Towne started Melnor’s initial spot 
schedules in the southernmost of 27 
planned markets. As sprinklers sell 
best only during hot weather, the 
placements were set to run for eight 
weeks over a 10-week period in most 
areas, thus insuring against short 
spells of rain negating the campaign. 

Mr. Towne’s scheduling program 
consisted of running a minimum of 
12 spots weekly in each market. The 
films were set in evening and late- 
night periods to again reach a male 
audience, with the latter half of the 
week used in order to draw sales on 
Saturday, the normal “heavy traffic” 
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day in local hardware stores. 

Coincidentally with the placing of 
schedules, tv stations were called 
upon for merchandising aid. The 
agency had already mailed to Melnor 
retailers within the coverage area of 
each station a printed piece listing the 
details on the campaign—station and 
channel to be used, starting date, fre- 
quency of commercials, etc. Address 





Gunsmoke 

- Well, it seems that a couple of 
- the boys fell into a little squabble 
- down at the KNTV studios over 
- in San Jose. Right there in front 
- of the tv cameras, with a passel 

0 folks lookin’ on, they com- 
their 
Since there was no 


hand, 


menced to reach for 





weapons. 
sheriff close at 
Frank Darien 


emcee 


rushed between 





them. Two shots were fired and 
the brave peace maker staggered, 
clutching his arm where one of 
the wads from the blanks had hit 
him. 

The boys were kind of upset. 
After all, they’d just been hired 


: to liven things up a bit on the 


KNTV Record Hop, showing off 
the fancy shooting they’d learned 
as members of the Gunslingers 
Club. But Darien assured them 
there'd be no trouble. “I’m not 
talking,” he muttered as he went 
off to the hospital at the close of 
the show to be treated for super- 
ficial burns. “It’s against the 
code of the West.” 

Things didn’t turn out too 
badly, all in all. The story even 
made the front page of the San 
Francisco Examiner. 














lists were furnished to stations, along 
with the names of key buyers in the 
market, for further local mailings and 
personal calls. 

“In nearly every market,” said Mr. 
Towne, “we worked with just one sta- 
tion. We received excellent coopera- 
tion both on the merchandising end 
and in obtaining the kind of avail- 
abilities we wanted.” 

Again results were immediate. By 
the time new schedules were placed in 
markets warmed as the summer heat 
moved northward, reports of success 
were already in from the southern 
areas. With a widespread distribution, 
Melnor expanded its spot coverage to 
about 40 top markets. 

“By our July 4 cut-off date,” Pete 
Weinberg said, “we had witnessed an 
amazing sales story. Even during the 
month of July when Melnor com- 
mercials were no longer on the air, 
tv’s effectiveness continued to create 
sales. July 59 volume was just about 
double what the company did last 
year.” 

An important fact noted was that 
the planned budget for the spring 
campaign was only 10-15 per cent 
greater than that spent in the °58 
campaign in print. “The increase was 
based on a predicted rise in sales,” 
said Mr. Weinberg, “as is customary 
each year. The actual increase in sales 
was far beyond that expected.” 

Plans for next year are already be- 
ing drawn up at the agency. Tele- 
vision again will be the medium, but 
a decision must be reached as to 
whether the same major markets used 
this year should be blanketed with 
heavier spot schedules, or whether ad- 
ditional markets should be added. 

“Either way we go,” the account 
supervisor said, “were confident that 
sales will continue to go up. Our ex- 
perience with the Melnor line has 
occasioned surprise that other hard- 
ware manufacturers are not using tv. 
There’s no reason why they shouldn't, 
and every reason why they should. 

“On second thought,” he recon- 
sidered, “if other makers come into 
the medium, we might have more dif- 
ficulty getting good time-slots next 
summer. Let’s leave things the way 
they are—with Melnor and Osrow | 


happy.” 



































































University of Oregon Eugene, Qregen 


The only clear picture in the 
Eugene-Springfield-Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingbery man 
or Art Moore and Associates 
(Portland-Seattle) covers both 


i felitelar ye 

KVAL-TV Eugene a x 3 
NBC Affiliate Channel 
KPIC-TV Roseburg * Channel 4 
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THE ONLY 
GUARANTEED 
FILM SCRATCH 
REMOVAL SERVICE! 


Guaranteed RAPIDWELD process restores used, 
worn film, removes scratches — RAPIDTREAT 
protects new film 

Add hundreds of ‘showings to any film! Cut costs 
drastically! 

See how Rapid's unusual.tow cost saves thousands 
of film dollars for top-name clients—and precious 
hundreds for smaller accounts. Send for VALU- 
ABLE informative booklet ON FILM CARE. 


“The Film: Doctors” 
apid FILM TECHNIQUE, INC. 
37-02 27th St., Long Island City 1, N. Y. 


““New Life.Por Old Film 
Long Life For New Film’"’ 





















Wanted 


EXPERIENCED 
ESTIMATOR 
FOR NEW YORK 
AAAA AGENCY 


BOX 477 










































NewWestn 


MADISON AT 50TH 


English Lounge 
Meeting place 
of. show business 


Two of the finest hotels in New 
York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 
or transient residence. 

Idea] headquarters. 


MADISON AT 52ND 

Famous dining in the 

Berkshire Restaurant 
and Bar Lounge 
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Pulse 


(Continued from page 31) 


From these figures, it could be 
assumed that while more 


enjoy the humor-filled spots and be- 


people 


lieve they tend to sway their purchas- 
ing decisions, down-to-earth selling 
facts actually wield a greater influence. 


The assumption is corroborated by 
the results shown in questions 8 and 
9. Again, the largest group of people 
(554) thought humorous commercials 
were most informative about a prod- 
uct. Star-endorsements were noted by 
168 persons as being most informa- 
tive, while 164 believed 
factual announcements — which nor- 


persons 


QUESTION 10: Of specific commercials you have mentioned which you 
enjoy, does your enjoyment add to your desire to buy the 


products advertised? 


Piel 
% 
Adds to desire 63.0 
Does not 37.0 


QUESTION ll: 


Purchase products 62.6 
Do not 37.4 
100.0 


Total respondents 
reporting enjoyment 
of specific commercials 16] 


mally would be thought to be bursting 
with information—actually were. 

However, when it’s a matter of 
money on the counter for advertised 
products, again the greatest percent- 
age of respondents (59.5) who sup- 
ported factual announcements said 
they actually bought the merchandise. 

Of the humor-for-information ad- 
herents, where 64.0 per cent of 554 
respondents said the commercials 
added to their desire-to-buy, only 
58.5 followed through to make an ac- 
tual purchase. 

Poorest at influencing buying de- 
cisions seems to be the commercial in 
which a program star or personality 
delivers the message. Less than half 
of 168 respondents said such com- 
mercials add to their desire-to-pur- 
chase. 

Of three 


commercials reported 


Do you buy the products? 


“most enjoyed” by the largest groups 
of respondents, Tip-Top bread an- 
nouncements showed the greatest in- 
fluence on actual purchases. While 
76.0 per cent of 87 respondents who 
best-liked the animated Emily Tipp 
films noted the commercials added to 
their desire-to-purchase, better than 80 
per cent actually bought Tip-Top 
bread. 

Bert & Harry’s Piel’s beer com. 
mercials were chosen as_best-liked 
almost three times as often as the 
Ballantine beer an- 
products 
showed almost identical results as far 


second-place 
nouncements, but both 


as heightening desire-to-purchase and 
actual product purchasing were con- 





Ballantine Tip Top 
% % | 
62.0 76.0 | 
38.0 24.0 | 
63.0 ~ *.580.5 
37.0 19.5 

100.0 100.0 
105 87 | 


cerned. About 63.0 per cent of 461 
Piel devotees felt both the desire and 
their product choice was influenced by 
the commercials, while a similar per- 
centage of 105 Ballantine likers felt 
the same. 

Factors that must be considered in 
any study of commercial appreciation 
and sales effectiveness are such 
things as viewer awareness of the com- 
mercials’ existence, degree of ex 
posure, similarities between compet 
ing commercials, etc. These and many 
other points that may influence re 
sponses are not always easily 
measured. 

However, in the light of the Pulse 
study, one major idea is evident: the 
more elements of humor a commercial 
contains, the more people that are 
likely to watch it, enjoy it and re 
member it. 

















~ | In the picture 














in- 
ile The advertising departments of Corn Products Sales and Best Foods, divisions of the 
ho Corn Products Co., have been merged, it was anhounced by president William T. Brady. 
pp The new department will be under the aegis of Albert Brown, vice president for adver- 
to tising of the Best Foods division, and will be responsible for the advertising programs of 
80 the company’s more than 20 consumer brands including Hellman’s, Karo Syrups, Mazola, 
‘op Skippy, Bosco and Nucoa. Mr. Brown joined Best Foods in 1924 after his graduation from 
Dartmouth College. Starting in the sales department, he gained extensive experience in all 
ym: phases of the marketing organization and in 1947 was named vice president in charge of 
ked advertising. Corn Products and Best Foods merged a little over a year ago. The combined 
the annual advertising expenditure of the resultant company is now more than $20 million. 
a ; 
icts , , . 
PS Back with the Kudner Agency is James J. Cochran who left in 1957, after 14 years, 
and to go with J. Walter Thompson as vice president and account supervisor. Mr. Cochran, who 
on was vice president and senior account executive on the Buick account at the time of his 
previous move, will take over supervision of the newly acquired Renault broadcast adver- 
~a tising account. Before joining Kudner for the first time in 1943, Mr. Cochran spent three 
u years with Campbell-Ewald, New York, on the U. S. Rubber account and 13. yéars ‘with 
e | B. F. Goodrich, retail stores division. A graduate of the University of Indiana: he is ex- 
tremely active in his home community of Darien, Conn., where he has served a8 chairman 
Dp | of the building committee of the new junior high and elementary schools and as chairman 
| of the planning and development committee of the Noroton Presbyterian Church. 

Philip A. Cleland (1.) and Jerome V. Roscoe (r.) have 
been named vice presidents of C. J. LaRoche & Co. Mr. Cleland, 
who has been with the agency since 1956, is account supervisor 
for New England Confectionery Co., Warner Brothers and U. S. 
Tobacco. He was previously associated with Benton & Bowles 
where he was account supervisor of the Post cereal and Franklin 
Baker divisions of General Foods. Mr. Roscoe is account super- 
visor for the agency’s 14 Revlon products. He also joined LaRoche 
in 1956 after a term with J. Walter Thompson where he served 

as supervisor of the Pan American Airways account. 
461 Adolph J. Toigo, president of Lennen & Newell, Inc., has announced the appointment of 
- and George Beyer Jr. as senior vice president and management account supervisor on the 
ed by 


Cluett-Peabody account. Mr. Beyer comes to his new job with considerable experience in 
- per- the soft goods field gained in his former position as advertising manager for Cannon Mills. 





s felt After his graduation from Dartmouth in 1936, he gained his initial agency experience as 
a merchandising and account executive at Young & Rubicam. Before his association with 
ed in Cannon Mills, Mr. Beyer also spent five years with Lever Brothers as product manager and 
ation product group manager where he handled such established products as Lux soap, flakes and 
such liquid, Rinso and Rinso Blue, Wisk and Spry as well as a number of new ones. The Beyer 
com- family, which includes a son and three daughters, resides in Forest Hills, New York. 
f ex: 
=~ Gene Accas has been made vice president for network relations of Grey Advertising 
“a Agency, it was announced by Lawrence Valenstein, chairman of the board. Mr. Accas, who 
iI joined Grey in 1958, has a wide background in broadcasting which includes stints in radio 
easily cael i ht : 
sales development at NBC, as administrative vp and vp of sales development at ABC and 
Pulse as vice president of operations with the Television Bureau of Advertising. “Broadcast op- 
ee erations are more complex today than ever before,” said Mr. Valenstein in announcing the 
serelll appointment. “Grey’s expanding activity in the network field requires important and con- 
~~ tinuous contact with all networks. In Gene Accas we are fortunate in having someone 
od who knows network operations and practices intimately, and also has a thorough knowledge 


of Grey’s policies and our clients’ marketing requirements.” 
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WOW, WHAT A MARKET! 





d 


The news is 
among those happy advertisers who 


getting around fast 


recognize that Rochester, Minnesota 
is the fastest growing metropolitan 
area in the State. 


Good news always travels fast and 
the best news of all is you can sat- 
with KROC-TV 
share of audi- 


urate this market 
which delivers 70% 
ence sign-on to sign-off. 


You get plenty for your money be- 
cause Rochester, Minnesota has a 
consumer spendable income of $886 
million! 


Get the hep figures on how KROC-TV 
moves merchandise by calling any 
one of the Meeker offices. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden 
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THE LIGHTER SIDE In camera 





A friend recently discovered that 
her two children were amusing them- 
selves by making up their own com- 
mercials. The other day she over- 
heard the seven-year-old narrating 
the following to the four-year-old. 

“One day an old man drank a bot- 
tle of Lestoil. 
heaven. The next day a little boy 
He died 


and went to heaven. Pretty soon the 


He died and went to 
drank a bottle of Lestoil. 


little boy met the old man who asked 
him how he got there. 

“Sang the little boy: ‘Its so easy 
when you use Lestoil.’” 

* * . 

Life in this television age: The 
television industry's coverage of the 
Khrushchev visit to our country was 
a rousing vote of confidence for free 
enterprise. But it also showed that 
among tv viewers there are many 
who are not only vocal but rugged 
and individualistic about their opin- 
ions. a 

For instance, when Khrushchev 
spoke at the National Press Club 
in Washington, the organization's 
switchboard was peppered with calls 
from non-reporters who had a few 
questions of their own. 

A man called from Canada, the 
New York Times reports, to ask the 
Premier about American airmen miss- 
ing since their plane went down in 
the Soviet Union. Another man called 
from Corpus Christi, Texas, to ask 
about the World War II lend-lease 
billions the Soviet Union still owes 
the United States. 
Washington put in a local call to 
ask that the speech be taken off her 


television screen so she could see her 


And a woman in 


niece on Queen for a Day. 


Meanwhile, back at the Soviet Un- 
ion, there seems to be a controversy 
going on that, to those of us roam- 
ing around the television dodge, 
seems more than vaguely familiar 
the newspapers in Russia are taking 
snide swipes at Soviet broadcasting. 

The official 
per, Izvestia, deplores the fact that. 


government newspa- 


“Our local tv and radio stations often 


broadcast programs that do not con. 
tribute in the least to the inculcation 
of esthetic tastes.” And to document 
its point, /zvestia printed the follow. 
ing letter from a young comrade 
which went out over the Soviet air, 

“Anatoly Lavrov, a worker, asks 
that a song with words about beauti- | 
ful eyes be played on the program) 
for the lovliest girl in the world— 
Lyusya Fomina. Lyusya has very 
beautiful eyes, and they are especial. 
ly beautiful now in the sunny sum 
mer days.” 

Then the Soviet paper takes issue 
with another tv program which it ae 
cuses of doing harm to the accepted 
Russian customs in courtship. 

“In the tv program called First 


Steps,” Izvestia laments in its cok 
umns, “a group of sales girls, who 


were competing for the title of Com- 
munist Labor Brigade, told us they 
had been discussing the good and 
bad points of a friend’s fiance in an 
effort to decide whether or not she 
should marry him!” 

We offer no comment on the right 
and wrong of these matters. But we 
can’t help but wish we could get a 
kine of that First Steps show. Sounds 
as if it would make a great mar 
riage discussion show. But with a very 


slight change in the titlke—Last Steps. 


Bald spot: We think that a barber 
in Irving, Texas deserves a cut rate, 
if not free time, for a spot announce: 
ment. 

It seems that a barber's war in 
Irving drove prices down from $1 to 
15 cents and a free shine. This 
prompted this barber to advertise im 
his window: “We repair cheap hair 
cuts.” 


% 


A retired Montana sheepherder 
who never liked banks decided to 
— $1,864 — inside 
the upholstered chair he sat in to 


place his savings - 


watch television. 
The other day he checked. The 
Now the fellow 


doesn’t like television. 


money was gone. 











Because BOTH ARB (May 18—June 14) 
and NIELSEN (June 8—July 5) 
give CHANNEL 10... 


THE LARGEST 
OVER-ALL SHARE OF THE 
ROCHESTER AUDIENCE ! 





Because NIELSEN gives us 16 
and ARB gives us 


17 OF ROCHESTER’S 20 TOP 
FAVORITE TV PROGRAMS ! 





Because our new 316 KW 
Maximum Power Transmitter 
gives us a 


STRONGER VOICE THAN EVER 
TO REACH MORE THAN 
1,000,000 WESTERN 

NEW YORKERS ! 


Basic CHANNEL 10 


National Representatives 
VET-TV-BOLLING CO., INC. 
-TV-EVERETT McKINNEY, INC. 


WHEC-TV and WVET-TV 


ROCHESTER, NEW YORK 





SELF 
RISING 


The Original Station RB 


KFMB@TV SAN DIEGO 


A TRANSCONTINENT STATION 








